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REG. US. PAT. OFF. «€ 
~~ "SMARTEST SHOES ON THE SQUARE” 
Bal, Oak Sole, Grain 


er F Derlormance Value 


With so many dealers proving every day its profit and 
value, you should let Johnsonian Performance Value go to 
work for you in your store. The genial Johnsonian Man has 
become a favorite with American Men, a symbol for smart- 
ness and downright comfort. More easily sold, and every sale 
a profitable sale, Johnsonian, America’s Outstanding Perform- 
ance Value in Men’s Shoes has given thousands of merchants 
a new standard and measuring stick for what his customer 


gets for his money. There’s a place for Johnsonian in your 


JOHNSONIANS ARE Sanitized store. Let him demonstrate his Performance Value to you. 


ENDICOTT - JOHNSON * NEW YORK CITY 


Johnsonian Division - ENDICOTT, NEW YORK °* ST. LOUIS, MISSOURI 








MAJORETTE No. 7588 — 
Black Calf with or with- 
out detachable Kiltie 
tongue — 98 last — 13/8 
Leather heel. Welt. 

AAA te C—4% to 10. 


IN STOCK Women doing defense work need the 
vitalized support and assuring foot 
comfort of “fine welt shoes” such as 
the Drew Organization have been 











specializing in for years. 


“Drew's 7 Basic Lasts” are scientifi- 
cally designed to provide proper fit 
wAOk (Je. 0008 — Bes for the great majority of women. 


Concentrate on Drew’s sculptured-to- 
the-foot Welt shoes for the personal- 
ized fitting service which your De- 
fense customers need. 


LET IT BE 


SUEZ Ne. 7486 — Tan 
Calf — 99 last — 14/8 
Leather heel. Welt. . 











Arch Rest and Foot Friend Shoes fo retail at $7.95 and $8.95. 
Dr. Hiss Shoes to retail at $8.95 and $10.50. 


REG US PAT OFFICE 


THE IRVING DREW CORPORATION, LANCASTER, OHIO — New York, 746 Marbridge Bidg. 
Women’s Fine Welts For Over 50 Years 
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varied applications. Yet these all have one thing in com- 

mon. In every case, absolute dependability is required . . . 

and absolute dependability is delivered by Spaulding engineers 
and fibre craftsmen. 
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Spaulding preaches and practices engineering correctness 
in shoe counter and heel comfort detail — just as it does in vital 
airplane motor gaskets or the resistor strips in your living room radio. 
With counters, as with fibre bushings for an electric clock, 
Spaulding precision is measured in thousandths of an inch. For counters 
oni toggle switch insulators and wherever fibre can serve well and 
long, Spaulding insists on the top-grade materials needed 
for complete satisfaction and dependability on the job, 
in actual use. 


HIDDEN VALUE The fact that Spaulding 
Counters are out of sight does not keep them out 
of mind with manufacturers who know how im- 
portant they are in giving a shoe better fit and 
wear. No other part of the shoe means so much 
and costs so little. 








SPAULDING FIBRE COMPANY, INC., - NORTH ROCHESTER, N. H. 


. . YOUR FIRST THOUGHT Hee 
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Shoes made over UNITED LASTS 
enjoy the quality of FITNESS and 
FIT. Our years of effort to produce 


and grade lasts with uniformity and 


a ; : FITZ BROS. CO. 
precision have been rewarded with ‘Auburn, Maine 
UNITED LAST CO. 

Brockton, Mass. 


T. W. GARDINER CO. 
Lawrence, Mass. 


fitting lasts in all sizes and widths 4 STEWART & POTTER CO. 
/ Brooklyn, N. Y. 


a reputation for making the best 


EMPIRE LAST WORKS 
Rochester, N. Y. 


Sh EE 


KRENTLER BROS. CO. 
MARBRIDGE BLDG : —— 
UNITED LAST CO. LTD. 


Be AS he Montreal, P. Q. 


in the history of the industry. 


UNITED LAST COMPANY 


“IE AFAR ET as . 


140 FEDERAL STREET - BOSTON, MASSACHUSETTS 
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Why your Red Cross urgently needs 


FIFTY MILLION DOLLARS, NOW 


How the fund is allocated... 
W hat it does in service 


Every dollar that you give now to your Red Cross marches into the thick 
of things where humanitarian help is needed most—up to the fronts and 
battle stations where the fighting is heaviest. Into the Red Cross hos- 
pitals and First Aid units where prompt medical attention and supplies 
may save innumerable lives. And throughout our broad land to train 
and equip volunteers to meet any emergency that may strike. 


How the $50,000,000 
War Fund is Used 


SERVICE TO THE ARMED FORCES + ¢ © © © © © © $25,000,000 
Provides for the care, welfare and morale of the Army and Navy, including services 

to men in hospitals and during convalescence. ® Provides an important link be- 

tween the service men and their families; keeps the families from breaking up, 

supplies food, shelter, medicine, and even jobs where necessary. ® Provides essen- 

tial medical and other supplies outside of standard Government equipment. ® 

Operates Red Cross headquarters at camps and naval stations. ® Enrolls blood 

donors and medical technologists for Army and Navy needs. ® : Provides millions of 

surgical dressings, sweaters, socks, etc., through volunteer workers. 


DISASTER AND CIVILIAN EMERGENCY RELIEF « « * $10,000,000 
Supplies emergency needs for food, clothing, shelter and medical attention for dis- 

aster victims. ® Assists stricken families in repair of homes and other adjustments; 

provides minimum reserves of essential relief supplies to prevent unnecessary delays. ~ 


CIVILIAN DEFENSE SERVICES * * * * * © © © © © § 5,000,000 
Trains volunteers for home nursing and nurses’ aides, ® Trains nurses, men and 

women, for active duty with the Army and Navy. ® Trains volunteers in First Aid 

and accident. prevent.” ® Trains velanteers for work in Motor Corps, G€anteer and: ~- ~~.» - 

Production. © Instructs men, women and children in preparedness against explosive 

and incendiary bombs. ® Organizes for evacuation of children and their families 

from stricken areas. ® Assists Red Cross Chapters in establishing effective coordina- 

tion of emergency relief with local and State defense authorities. 


SERVICE AND ASSISTANCE THROUGH CHAPTERS « $ 4,000,000 
Gives assistance and service to the 3,740 Red Cross Chapters with their 6,131 Branches 

responsible for local Red Cross activities, particularly welfare work among the 

service men and their families. 


OTHER ACTIVITIES AND CONTINGENCIES « © © © ¢ $ 6,000,000 
Provides for unforeseen expansions in program and for new activities made necessary 
by unexpected developments. 


TOTAL *®*e** ©eeeee e000 © © © © © 850,000,000 


THE AMERICAN RED CROSS $50,000,000 WAR FUND 


Note to Red Cross Canvassers: Use this material to better 
inform contributors how their donations are being expended. 
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A FACTUAL 
RECORD OF PROGRESS 


United engineering has 

brought about improvements | 

that conserve cements and 

solvents at a time when the 

elimination of waste is vital 
in shoe manufacturing. 











SOLVENT 
APPLYING 
GRID MACHINE 











G/C SOLE CEMENT 
APPLYING MACHINE 
MODEL A 
Fitted for Viscous 
solvent. 














GC SOLVENT 
APPLYING MACHINE 
MODEL B 
Barrel type nozzle. 
Straight feed. 














G/C SOLVENT APPLYING 
MACHINE — MODEL C 
Automatic Operation 


Cross Feed 
Barrel Type Nozzle 











ITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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WALK and like it! The millenium 
of locomotion is here. No tires, no 
automobiles, no sitting down to get 
to your work. How are you going 
to do it! Even though we are an 


industry associated with walking, 
we have a special interest in what's 
happening to the automobile world. 


Thirty per cent of the communi- 
ties of the United States are ser- 
viced by trucks and passenger cars 
alone, having no other means of 
locomotion outside of “shanks 
mare.” Sure, you can tell a man to 
walk seven miles to work but he 
ain’t gonna do it! 

For example, in Hagerstown, In- 
diana there are more people em- 
ployed by the Perfect Piston Ring 


Company than there are citizens in 
the town. Their employees come 
from Newcastle and other points, 
fifteen to twenty miles away and 
there is no adequate bus service to 
take care of them. This is probably 
a situation that exists in innumer- 
able plants doing war work the 
length and breadth of this country. 
Sure, we are an adaptable people 
and we can bunch up in our neigh- 
bor’s car but supposing there are 
no cars available? What then? 
We may have to grin and bear 
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it somehow, some way, but the re- 
percussions also hit the shoe store. 
Many a store that has depended 
upon 60 per cent of transient trade, 
from a distance, will find that per 
cent dwindling and sales as well. 








Maybe the little neighborhood shop 
will come into its own—that is pro- 
viding it can get the goods. But 
one fly in the ointment, one itch in 
the service, is the number of cus- 
tomers who are coming in saying: 
“My shoes hurt like sin. They are 
fitted wrong” for believe it or not, 
you fitted that customer for no walk- 
ing, or practically none and now he 
and she find there are pressures in 
their feet that weren’t there before. 
Oh woe! 

So you see, there comes the bitter 
with the sweet; the coil and the re- 


coil; the sale and the return. 
* 7 - 


“FOR Distinguished Service to the 
Axis .. . FOR HOARDING” was 
the title of a five column co- 
operative advertisement “published 
in the interest of intelligent buying 
and patriotic behavior” by twelve 
of the top department stores of New 
York City. It showed a picture of 
Hitler pinning an Iron Cross on a 
pair of hoarders who had accumu- 


lated all sorts of wearables and 
edibles and within the lot illus- 
trated were shoes and hose. Two 
punch paragraphs were as follows: 

“WHAT IS A HOARDER? A 
hoarder is a person who wants to 
have an ‘edge’ over his fellow citi- 
zens to the extent of having an 
abundant supply of things on hand 
where there are not sufficient stocks 
available to supply all his neigh- 
bors during a war time emergency. 

“WHAT SHOULD YOU DO? 
Take good care of your things. 
Don’t waste. These are war times. 
Play your part by buying only for 
your immediate needs as_ usual. 
Being a good American citizen you 
want no advantage over your neigh- 


— 
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bor. Think it over! You'll prob- 
ably conclude that you want to 
share war time inconveniences, 
when and as they materialize.” 
Everyone in business knows that 
the phenomenal activity at retail in 
the month of January was a hoard- 
ing impulse which may have re- 
sulted in February, in a retreat of 
remorse. What merchants do not 
want are these six-week-bulges, fol- 
lowed by a corresponding period of 
empty stores and empty interest. 





TIME plus work is a constant theme 
with Donald Nelson of the War Pro- 
ductions Board. He says: 

“The critical year in the existence 
of the United States is 1942. Every 
weapon made now is worth ten 
times what we might produce next 
year. The country must stop think- 
ing about what we can do to the 
enemy in 1943 and start thinking 
about what we’re going to do to him 
in February and March of 1942. 

“Let’s stop thinking what we'll do 
when it is over and start to think 
about what we're going to do to 
prevent it from being all over for 


” 


us. 


os * * 
FIRST to capture a new thought, 
one step beyond “defense” is the 
Tan-Art Co., Inc., of Bristol, Pa., 
who have adopted the name “At- 
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tack” for new colors in the line. 
It seems to be in the spirit of the 
times, and the realization by 
Americans that this is not a war 
which we will merely defend but 
assume very decisive aggressiveness. 
The new colors are “Attack Blue” 
—a lively variation of the basic 
blue, color 204. “Attack Brown” 
is a new brown shade, color 104. 


” 7 » 

J. D. RUNKLE, vice-president and 
general manager of Crowley, Mil- 
ner & Co., Detroit, Mich., says: 

“The peak selling period should 
follow the peaking of stocks, not 
vice versa and reorders should serve 
only the purpose of filling in, not to 
peak the stock. If we fail to follow 
this simple truth, the parade has 
passed before we get our stocks in.” 

By the same token, he said, turn- 
over is but an end to profit, not an 
end in itself. Regarding markup, 
Mr. Runkle pointed out that ac- 
cording to average figures for the 
past five years the retail shoe initial 
markup has been 41 per cent, the 
markdown from 8 to 84% per cent. 
A better job ought to be done from 
here on in order to avoid unneces- 
sary markdown and raise the main- 
tained markup. One of the reasons 








—More often than not there's a 
good moral in a good story: 
—"In the Ould Counthry a benevolent 

landlord found the roof of a tenant's 
cottage leaking. He asked Pat to 
move across road into another 
cottage whilst his roof was being re- 

Pat said he would not be 

evicted. He refused to move so they 
set him out in the yard. Next day 
there he sat in the rain saying: ‘Be- 
gorra, | will set here and have me 
grievance.’ " 

—How many Saas men today 
must have their grievance. 

—They sit on their “fannies" and 
groan about the War—which is 
very much with us; about Taxes 
—which they must pay; about a 
multitude of business 
which must be faced and solved. 

—After all, we here in America still 
have much to be thankful for. 

—lf we could imagine ourselves in 
the present tragic position of 
most of the peoples in this war- 
ring world; and could truly under- 
stand their sufferings and their 
fortitude, we would surely then— 
and without any shred of doubt— 
thank God for America and all 
that America stands for. 

—Of course we have our grievances 
—but who hasn't? 


eS 


President 





for a too high markdown is a poor 
job in sizing. 

“The job of proper sizing,” said 
he, “from here on should be easier, 
because there will be fewer numbers 
to make up the assortment and a 
proper ratio of sizes would be given 
more attention.” 


THE War Production Board says: 
“A shearling is a sheep or lamb 
skin with some of the wool left on. 
It is used mainly for flying suits. 
It also serves as lining in boots, 
helmets and other garments worn 
by the Armed Services.” 

It now takes over the entire 
shearling supply, to release for ci- 
vilian use only those skins that do 





not meet military specifications, as 
follows: 

“(1) ‘Shearling’ shall mean the skin 
of a sheep that has been shorn, a so- 
called California lamb skin, or other na- 
tive lamb skin, whether raw, semi-proc- 
essed, or finished, having a wool growth 
of 2 in. or less and a Bradford wool 
count of 50 and up. 

“(2) ‘Mouton’ shall mean a shearling 
which has been fur dressed, made water 
repellent, and is of the type normally 
used in the manufacture of women’s fur 
coats. 

“(3) ‘Process’ shall mean tanning, 
dressing, dyeing or finishing.” 

* * # 


JOHN J. McKEE wrote an in- 
teresting article, published in 
Hygeia Magazine for February 
about foot clinics conducted in the 
schools of Lorain, Ohio. He said: 

“Only one of the 4,000 children 
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whose feet were measured in the 
Lorain, Ohio, elementary schools 
would say that her feet hurt, yet 
the shoes of 73.6 per cent of those 
4,000 children were from one-half 
to three and one-half sizes shorter 
than the size for which their feet 
measured. Children whose toes 
were digging holes in the ends of 
their shoes insisted that the shoes 
‘felt good.’ The one child who com- 
plained that her feet hurt was wear- . 
ing size 44%4D shoes, but her feet 
measured for size 644B or C. After 
this child was properly fitted, her 
teacher reported that she was a 
different person.” 

The Lorain foot clinics originated 
in an interesting. way. “In the 
Spring of 1939, one of the Lorain 
teachers remarked that if he could 
not find wider shoes he would be 
forced to look for some other kind 
of work, where he would not be on 
his feet all day. The shoes he was 
wearing were size 714EEEE. A 
measuring device showed that his 
feet were size 914C. When he be- 
gan wearing the correct size he 
found so much relief that he told 
his classes about it, and some of 
his pupils asked to have their feet 
measured. They considered the 
idea a huge joke until they saw the 
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difference between their shoe sizes 
and their foot sizes. Of 134 boys, 
92 per cent were wearing short 
shoes. Bunions and hammer toes 
were the rule rather than the ex- 
ception. Of 68 girls, less than 20 
per cent were fitted too short, and 
of the 20 per cent many said that 
they usually wore longer shoes, but 
that the current styles were avail- 
able only in the wider widths, so 
the shoes had to be fitted short to 
prevent slipping at the heel. 





“In the Autumn of 1939, letters 
were sent to parents of the children 
who had been measured in the pre- 
school clinics asking if they would 
like to have the service continued 
in the schools. Ninety-three per 
cent of these parents, who had seen 
their children measured only five 
months before, signed requests for 
the service, and many of them went 
to the trouble of writing letters of 
appreciation. The response was 
such that Mr. P. C. Bunn, Super- 
intendent of Lorain Schools, made 
arrangements to measure all the 
children in the first six grades, 
where the above mentioned 73.6 per 
cent were found to be wearing ill- 
fitting shoes.” 


* * * 


NINE national retail groups sub- 
mitted for the approval of Price 
Administrator Leon Henderson, 
WPB, the following suggestions: 

(A). There-shouwld be-ne: over-all price 

ceilings at the retail level but such price 
ceilings should be fixed only— 

(a) On specific items at prices pre- 
vailing in the various stores. 

(b) When a shortage is so acute as 
to constitute an emergency. 

(c) On particular items when there 
is general evidence of unjustified 
price increases on such items. 

(B) Except in an unanticipated 

emergency, no retail price ceilings should 
be established unless ceilings for the re- 
tailers’ merchandise cost shall have been 
fixed as of a previous date. 

(C) The fixing of ceilings should be 

limited to items of popular necessity or 
wide usage. 


When, in the judgment of the 
Price Administrator, it may be 
necessary to fix ceilings for retail 
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chandise item, where the Price Adminis- 
trator finds it necessary immediately to 
place a ceiling on the prices at all levels, 
the ceiling order should require the fix- 
ing of the retailer’s merchandise cost as 
of a prior date sufficiently early to allow 
for the customary lag between the re- 
tailer’s purchase price and his selling 
price, or make compensatory adjustments 
in the retail price as provided in above 
section 2. 

The signers include: National Re- 
tail Dry Goods Association (War 
Service Committee) ; Retailers Ad- 
visory Committee; National Shoe 
Retailers Association; Mail Order 
Association; American Retail Fed- 
eration; National Retail Hardware 
Association; Limited Price Variety 
Stores Association; National Retail 
Furniture Association; American 
National Retail Jewelers Associa- 
tion; National Association of Retail 
Druggists, and the National Asso- 
ciation of Food Chains. 








INCREASING prices of women’s 


rayon hosiery brought from Price 
Administrator Leon Henderson a 
warning that his office is develop- 
ing a maximum price regulation on 
such hosiery and that wholesalers 
and retailers buying hosiery at 
prices out of line with recent mar- 
kets may suffer a merchandising 
loss when the order is issued. 
“American women are now almost en- 
tirely dependent upon hosiery made of 
nylon, rayon, or cotton, or combinations 
thereof,” Mr. Henderson stated. “OPA 








recently set maximum manufacturer and 
wholesale prices on stockings made of 
nylon, whereupon speculative price ac- 
tivity apparently was transferred to the 
rayon stocking field. 

“In keeping with the purposes of the 
Price Control Law, my office is preparing 
to issue a maximum price regulation for 
rayon hosiery that will be based upon a 
factual study of the industry. I can as- 
sure the public that any unwarranted 
price increases will be cancelled by our 


order.” 
* . * 


THE Shoe Salesmen Speak : 


First Salesman: 
business?” 

Second Salesman: “Better.” 

First Salesman: “Better than when.” 

Second Salesman: “Better than next 
year.” 


“Hello, Joe, How's 
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“She takes the place of the old premiums we used to give with each pair 
of shoes purchased.” 





ApPoINnTMENT of a Shoe Labor Ad- 
visory Committee of nine representatives 
of shoe unions has been announced by 
WPB Labor Director Sidney Hillman. 
The new Shoe Labor Committee has the 
same general authority as other labor 
advisory committees which work with the 
WPB Labor Division and make recom- 
mendations concerning the war produc- 
tion effort of their respective industries. 

Some of the questions which the Shoe 
Committee will consider relate to the 
supply of leather and other raw mate- 
rials required for manufacture of foot- 
gear, distribution of war work in the in- 
dustry, military and civilian shoe require- 
ments, conversion of plant facilities to 
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war production, and methods of conserv- 
ing scarce materials. 

Union representatives named by Hill- 
man to the committee are: 

John J. Mara, Boston; Frank, W. 
Anderson, Chicago; Michael F. Lynch, 
Haverhill, Mass.; and Michael Tesoro, 
Philadelphia, all of the Boot and Shoe 
Workers, AFL. 

Frank R. McGrath, president; James 
J. Mitchell, general secretary-treasurer ; 
Horace B. Davis and I. Rosenberg, all of 
the United Shoe Workers, CIO. Mc- 
Grath, Mitchell and Davis are from 
Washington, D. C., while Rosenberg is 
from New York City. 

John F. Burke, general vice-president 


and organizer, Brotherhood of Shoe and 


Allied Craftsmen, Brockton, Mass. 
+ * * 


ARGENTINA, the Department of Com. 
merce says, has increased its exports of 
quebracho extract, an important tanning 
agent for the United States’ shoe ard 
leather products. Imports increased from 
$2,890,365 in 1940 to $7,130,249 in 1941. 
Argentina has been the leading exporter 
of hides in Central and South America 
for 50 years. In 1939, 46,000 out of a 
total of 134,000 tons of salt hides went 
to the United States. For the first six 
months of 1941, hide exports amounted 
to 86,000 tons against 84,000 tons in 
1940. During the period from July to 
Sept., 1941, hide exports reached 50,000 
tons. This figure is almost 40 per cent 
above the same period in 1940. Princi- 
pal buyer was the United States, whose 
hide imports from Argentina to Septem- 
ber of 1941 increased heavily over those 
in 1940, as much as 600 per cent in the 
case of dry cattle hides and 350 per cent 
in the case of wet cattle hides. 


* * * 

DESPITE its huge exports of hides, At 
gentina has found it necessary to create 
a domestic shoe industry, according to 
the Department of Commerce. Large- 
scale shoe manufacturing started around 
1910 and production of about 22,000,000 
pairs of leather shoes is turned out an- 
nually, in addition to about 40,000,000 
of the popular alpargatas. There are only 
13,000,000 Argentines to be supplied and 
exports have been small until recently. 
It is obvious that little room is left for 
shoe imports. In fact, shoe imports de- 
creased to 335 pairs of men’s leather 
shoes in 1938. -Imports in 1939 were 318 
pairs, with no imports from the United 
States. Women’s leather shoes imported 
in 1939 were 82 pairs, of which only 6 
pairs came from the United States. 

On the other hand, there has existed, 
until recently, a large demand for im- 
ported leather. Argentina’s native leathe1 
pfoduct has not always been found suit- 
able for use as upper leather for bette: 
quality shoes, but favorable progress con- 
tinues. Some Argentine shoe manufac- 
turers advertise their use of foreign-tan 
ned leather for uppers. However, by in 
creasing their use of domestic leathers. 
calf-skin imports in 1940 declined from 
143,000 to 89,430 pounds, while all othe: 
leather imports were cut to half. 

[TURN TO PAGE 25, PLEASE | 
> a > 
This young Mexican boy would rather 
make huareches for a peso a day than 
go to school. This type of shoe is a 
characteristic part of the rural Me:xi- 
can's costume, and while some of the 
operations in its manufacture may be 
carried out with machinery, most of the 
work is done by hand among groups of 


workers formed in a family or a number 
of families. 
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The Merchandising and Promotion of Shoes for the 


Entire Family Under Present Conditions Was Con- 


sidered in all its Phases in the Layout and Struc- 


ture of the New Reliable Shoe Store at Fresno. 


WARTIME conditions demand wartime operation of 
all businesses, especially retail shoe stores, which have 
had a war on their hands for 20 years without realizing 
it. 

President Roosevelt has warned the people of the dark 
days ahead, and clearly this is a time to redouble efforts 
to operate stores in the most efficient manner. 

With current conditions somewhat anticipated, Al D. 
Diamond and Jake Friedman, of the Reliable Shoe Store, 
Fresno, Cal., built a new store, the layout of which was 
tuned in keeping with the times, in that it was planned 
to be decidedly flexible.. 

The outstanding architectural feature of the store 
plan, as worked out by the engineers who designed the 
store, is the L-shaped room adjoining the main store. 
This is in reality a room within the general sales room. 
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The floor plan shows the store layout in its entirety, 
while the photograph of this separate department illus- 
trates what a charming, bright and efficient place has 
been worked out for this unit. 

it was felt that in a general shoe store, where shoes 
for men, women and children are sold in the several 
middle-of-the-road grades and where ample space is 
given over to such accessories as hosiery, handbags and 
findings, certain of these departments must necessarily 
be of a fixed, permanent nature. Then in order to intro- 
duce an element of surprise to the store’s regular cus- 
tomers and to increase store traffic considerably at all 
seasons of the year, a certain section should be set aside 
for constant promotions. That was accomplished in this 
separate promotional room. 

[TURN TO PAGE 30, PLEASE] 


Boot and Shoe Recorder 





Fixed departments of the 
store include hosiery, hand- 
bags, located on each side 
of the main entrance, and 
those for men’s, women’s 
and children’s shoes. The 
women’s shoe section is 
shown here. 








by HARRY R. TERHUNE 
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This is the promotional 
room of the store. Half a 
dozen eye-level wall panels 
and the wall of the entrance 
to the section are used to 
dramatize the current pro- 
motion. For instance, when 
Winter Sports are being 
promoted, each panel will 
depict a Winter sports scene 
while the mural will show 
a running pictorial story of 
the various usages for the 
sports footwear featured in 
the store. 





White’s, Santa Ana, Calif., prefer 
to show one shoe in each ad. The 
seated figure in the gray back- 
ground serves to emphasize the 
heading “Feet First”. 


Charles Kushins uses black back- 

grounds with reverse type and 

sketches. By using very little spuce 

for copy and concentrating most 

of the space on the merchandise, 
these ads stand out. 


SPRING 


A play on words and comic atmosphere 

brought attention to Baxter’s ad. The sign 

of the zodiac introduces calfskin, and the 

heading calls attention to the four patterns 
sketched. 


THE many-sided appeal of Springtime is already re- 
flected in the current advertising of women’s footwear 
on the West Coast, a section that is attracting more at- 
tention than ever before because of the intensified activ- 
ity that has centered in the Pacific area since Pearl 
Harbor. 

Versatility of the artists and copy writers who prepare 
advertising for shoe stores is especially noteworthy this 
season. Baxter (Seattle) ran an ad promoting reptile 
(alligator and watersnake shoes) with comic figures of 
an alligator and a snake-in the background bearing out 
the catchy headline “TIED—in the foot race of Spring.” 
Copy reads “Reptiles lead as the season’s favorite shoe 
material . . . and little wonder . . . their prize-winning 


GETS INTO 
THE ADS... 


beauty lends an air of elegance to all your costumes.” 
Sommer & Kaufman, in San Francisco, show five shoes 
and one bag in a more conservative layout with the one 
large word “Alligator” as the heading, and in smaller 
type, “more precious than ever . . . very special pur- 
chase . . .” Copy followed the thought with “Security 
against the approaching day when such fine skins will 
be no longer obtainable . . .”, not too alarming, but 
commanding. 

Innes of Los Angeles presents reptiles by showing two 
shoes and a bag in a “no background” layout allowing 
the white space to set off the merchandise. Their head- 
line “for off-duty hours” implies the very dressiness of 
these shoes. 

There is no one pattern, no one material, no one color, 
which can rightfully claim priority this season. The 
only type of shoe which might claim exception to this is 
the “defense” shoe, and there are a number of patterns 
accepted. Herold’s of San Jose recently promoted one 
of these patterns, using their usual large shoe sketch 
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Bach shoe bas « distinctly differ 
ent personality yet this quartet 
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Above right—Baxter’s use a gray 
background to set off line draw- 
ings of patent shoes. The catchy 
headline 


creates interest in this 
novel presentation of one of 
Spring’s favorites. 


West. Coast Shoe Retailers Feature a Variety of Spring 
Types in Their Early-Season Promotions. Versatility of 


Treatment and of Merchandise Apparent. 
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by MARTHA WEISLER 


Los Angeles 


with the timely heading “Foot Defense.” The copy in 
the foot defense ad for White’s of Santa Ana reads “Feet 
must be on the alert these days . . . so choose your 
defense shoes for style and comfort . . . ideal for service 
uniforms or general wear.” Carol Wills of Oakland 
headline “Flexibility” in their “shoes for defense.” 

In a departure from the conventional use of white 
or grey backgrounds in advertising, the black back- 
ground ads of Charles Kushins, in Oakland, are effec- 
tive. Each ad displays a large drawing of shoe and bag. 
Though the copy which comes through in white type is 
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A large cut of one shoe is used 
by Herold’s, San Jose. The gray 
feather ties in with the name, 
while the heading directs atten- 
tion to the two head-figures. 


short, it is both descriptive and dramatic. “Exquisite as 
the first breath of Spring” described a novelty shoe, 
while “For sophisticated comfort” started the copy for 
an arch type shoe. In keeping with this departure from 
the conservative, Charles Kushins was the only shoe 
store of its size to run a full-page newspaper ad in three 
colors recently. This ad was mostly institutional— 
showing only one shoe and one bag. 

[TURN TO PAGE 35, PLEASE] 
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Now that tires are rationed, and it seems likely that 
there will be a rationing plan for gasoline, the stores in 
the smaller cities are coming into their own. Consumers 
will think twice before jumping into their cars to trade 
in cities nearby; if the home town stores can offer the 
wanted merchandise, they can do a selling job and build 
up a profitable repeat business. 

W. A. Newell, manager of the Selby Arch Preserver 
Store in Springfield, Ohio, is meeting this situation with 
smart, aggressive methods that range from home fitting 
to subscription bridge parties. His job isn’t easy. He 
carries an inventory of only about 3000 pairs, and he 
has several competitors in town with larger stocks. 


Here are some of the points Mr. Newell capitalizes: 
1. The small, local store can have a friendly and in- 
formal atmosphere. 2. It can make use of word-of-mouth 
advertising. 3. It can be flexible and personal in its 
methods, including going after business instead of wait- 
ing for customers to make the first move. 4. It can make 
itself much more convenient than stores in nearby 
cities, especially under present conditions of limited 
travel facilities. 

The subscription bridge parties are one way Mr. 
Newell promotes the store’s “friendly and informal 


KEEPING SHOE SHOPPERS 


atmosphere”. They have brought him a lot of good 
will, publicity, and actual sales of shoes. 

They began several years ago when customers who 
belonged to a business girls’ sorority held a subscription 
bridge party and style show in the Selby Store. Other 
sororities and clubs heard about the successful party, 
and asked if they could give similar ones. “Very glad 
to have you!” was the answer, “On any night but Satur- 
day, or when we’re taking inventory.” 


THE club members do all the work. They invite the 
guests, supply cards and scorecards, and the refresh- 
ments, which are usually ice cream, cake and coffee. 
They rent folding chairs from a funeral parlor and 
bring card tables from their own homes. The store 
can accommodate at least twenty tables comfortably. 

Mr. Newell’s part is to clear the fitting chairs and 
stools off the floor. He makes sure he has plenty of display 
spots for his new styles, however. Shoes are arranged 
attractively at the hosiery counter and in the shadow 
boxes. Some are placed on boxes that have been pulled 
out from the shelves here and there along the walls. Two 
neat display racks show “budget shoes” in broken sizes 
and factory damages. 

On the night of the party, the style show is first on 
the program. Models are club members. Some are good 
and some are awkward, but it doesn’t matter, because 
they’re among friends. A neighboring store lends 
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dresses and coats for the show, a jeweler lends acces- 
sories—but shoes are especially featured. Mr. Newell 
fits the models as carefully as possible. The shoes look 
better—besides, he has his eye on selling them later to 
the models themselves. 

The models emerge onto a balcony at the back of the 
store, where a spotlight hits them. They walk down the 
central steps to the main floor, and across to the front 
door between a double row of standing guests, and 
back up the stairs again. Usually the street lobby is 
jammed with passersby watching the style show through 
the glass front door. 

The store’s staff take turns appearing during the 
evening, but they don’t try to make anyone buy shoes. 
Mr. Newell casually offers to sell the models the shoes 
they’ve worn, at a 10 per cent discount, and many jump 
at the offer. Guests who see something they like on dis- 
play or on the bargain racks sometimes ask him to fit 
them then and there. He’s glad to oblige. Once he sold 
two pairs during the evening to one woman. 


BUT the chief value of the parties lies in the future. 
Many guests are potential customers who’ve never been 
in the store before. They will remember the Selby shop 
not as a cold, impersonal store with nice-looking shoes— 
but as a friendly place where they’ve had a good time. 
The salesmen won’t seem merely stiff-necked clerks who 
want to sell them something—but pleasant men they’ve 
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Exterior of the Selby Shoe Store in Spring- 

field, Mass. Attractive window displays keep 

customers interested in the merchandise on 
display. 


The Advent of Tire Rationing Has One Bright 
Spot for the Retailer in a Small Town—It Makes 
it Easier to Keep Shoppers at Home. Here's 
How W. A. Newell of the Selling Arch Preserver 
Store in Springfield, Ohio, Built Up a Substan- 


tial Home Town Business. 


by MARY JUNE BURTON 


HOME GROUNDS... 


Interior of the store. Men’s 
shoes are sold on the right, 
women’s on the left. The 
space is easily cleared for 
the club bridge parties. 


met socially. Such an attitude is a big asset in a place 
Lke Springfield, where much of the neighborly, small- 
town feeling stili survives. 


THE cost of the parties? “Well,” says Mr. Newell, 
“there’s the expense of lighting and heating the store 
for the evening. And we donate prizes—a pair of shoes 
for first prize, and a pair of hose for second. Otherwise, 
the party doesn’t cost us a cent.” 
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He also makes a specialty of fitting groups of women 
for special occasions. He supplies fraternal lodge 
groups with uniform shoes for ceremonials. He outfits 
the nurses’ graduating class at the local hospital. Each 
Spring he takes several models of white oxfords to the 
hospital and the graduates vote on the type they like 
best. They come to the store for individual fittings. 
and then the shoes are ordered from the factory in 


correct sizes. [TURN TO PAGE 29, PLEASE] 
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The Editor’s 


Outlook 


by ARTHUR D. ANDERSON 
EDITOR * BOOT and SHOE RECORDER 


A Lift to the Spirit 


"TIS Spring. The rotating earth as we know it in the 
States swings toward the warming sun. The grass, the 
forsythia, the crocuses are all harbingers of Nature 
waking and stretching. It’s good to be alive. Nature is 
not concerned with this horrible strife. It gives forth 
its beauty, its colors, its fragrance, its foods; and from 
deep within its warming body—the minerals and oils 
are extracted. The fenceless meadows of the sea offer 
their food—fish to hook and net. So much for the 
sweet soliloquy of Spring. 

A drab, dour individual tells us: “Have no part of 
it. Eschew color and don the habiliments of serious war. 
Take to sackcloth and ashes and make the sackcloth 
without lapels, without vest, without belt, without cuffs 
on the trousers.” Oh woe is me, who hoped to be the 
sheik of Spring, gaily garbed for the festival of Easter 
and find myself to be the Atlas, whose bronze figure 
you see at Rockefeller Center, carrying the whole 
bloomin’ world and its global war every minute of the 
day and night—and nigh naked at that! 

“As for the girl friend—she wanted shoes of red— 
Flag Red. Can she get them? NO! Some Puritanical 
professor with an economic slide rule says: “Dyes are 
essential. You can only have the wine color.’ Well, she 
doesn’t like wine in the Springtime nor for that matter 
any time. So I called up a tanner who knows his color 
formuli and he tells me that it takes five times as many 
essential dyes to make the wine shade as it does the 
living, patriotic Flag Red.” 


THROUGH this little token we may have discovered that 
there is more to this business of priorities, allocations 
and “vitals” and “essentials” than appears on the sur- 
face. There is sérnething or another that says: “War 
is serious. War is economic. War is sadistic sanity.” 
Perhaps it also says: “War is made stale for the civilian 
who must have his toil and tears.” And so help me, this 
is the first war that we have ever read anything about 
that is equally stale and sober for the soldier and the 
sailor—a dirty job with terrific mechanical tools. 

We know it is war—mechanical war, terrible war 
insofar as reverses are concerned for us. We may, in a 
way, be approaching it from a wrong angle, considering 
the psychology of Americans—be they soldier or civilian. 
There is something in the lift of martial music and 
marching men. We as civilians are far removed from 
it insofar as this war is concerned. We sneak our boys 
out in the silence of the night. We hush, hush and 
even pin up slogans everywhere: “SECURITY: FIVE 
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things in LIFE observe with CARE OF WHOM you 
speak; TO WHOM you speak and WHAT and WHEN 
and WHERE.” 

Well, for a short spell let’s by-pass the stale, sour, 
sober side of war. There is a need for the audacities 
of the American spirit that finds its expression in men 
like General MacArthur, who has captured the hearts 
and imagination of an entire nation. There is a need for 
the lift to the spirit in the show of flags along the 
streets and in your windows. 

We are not a repressive people. We want to give 
expression to our valiancy. I need say no more. Your 
mind has galloped further along the path and it is 
enough for me to have just given a spark to Springtime. 
A new fighting spirit will soon spread this great coun- 
try over, to give a cheer and a challenge for us to fight 
and live the American Way. 


WELL, after all, you are in the shoe business and you 
are interested in the behavior of people, for that’s im- 
portant. They buy shoes as they live, as they act and as 
they think. Speaking about acting, we, too, read many 
trade papers and never miss Variety, the actors’ 
standby. It gives you B.O. (Box Office). Last week’s 
issue says: “B’way looking more and more like Hayseed 
Corners; N.Y.’s a big week-end. The Sat.-Sun. milling 
of the mobs and the concentrated biz gives Times Sq. 
and the environs a New Year's eve aura. The answer, 
of course, is war and defense workers getting fun only 
on week-ends, plus the Saturday-Sunday leaves for men 
in uniform, it’s a field day for the pop-priced amuse- 
ments, from pix to drinks.” 

That tells you something. People have money and 
want to spend it. Shoes fit into that picture, too, but 
here’s something important, on the next page of Variety. 
We give it to you as written: 

“They just want to laf. War or no war, America pre- 
fers to laugh when it goes to the films. That’s clear from 
a survey of the pictures which have grabbed top coin at 
at the nation’s b.o. since December 7. Five of the top 10 
grossers during that period have been comedies. And 
apparently the slappier they are, the better they like ’em. 
It’s not only the out-and-out laugh-getters, however, that 
are leading the parade, but escapism as a whole.” 

You can’t get away from the fact that when “people 
feel good and look well, they do a better job” and 
shoes help! Get the spirit into your selling, because 
stale windows, stale advertising, stale shoes don’t move— 
shortages notwithstanding. 
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SELL THOSE WINDOW SHOPPERS 
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Colorful price tickets in The size—1¥," x 254"—is 
the popular price denomi- large enough to attract the 
— gre yor nd your 6 a eye, and small enough to 
leplays, and make selling : give the shoe prominence. 
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We will send a circular showing actual samples, at your request. 
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Bernard Sokolowski, still an active shoe man on the 
anniversary of his 83rd birthday which he celebrated 
this year. 


EIGHTY-THREE years old Jan. 3, 1942, Ber- 
nard Sokolowski was down to open the store 
for the Saturday business at 6:30 a. m., as 
usual! 

Sixty-eight of those more than fourscore 
years have been spent with the same firm, 
Phelps Shoe Co., Ltd., Shreveport, La. Like 
the boy in the Alger stories, Mr. Sokolowski has 
risen from an orphan German immigrant lad 
of fifteen years of age to the president of this 
firm. He was sent to America through one of 
those last-minute changes of plans that alter 
many destinies; the ticket bought for his 
brother was handed down to him because the 
brother was exempted from military service 
and given a good job. On his arrival here, he 
was employed by his uncle, Emanuel Phelps, in 
his little shoe store near the banks of the Red 
River. Porter, janitor, office boy or what have 


63;YEARS WITH ONE SHOE FIRM 


AND BERNARD SOKOLOWSKI, PRESIDENT OF PHELPS SHOE CO.., 
LTD., OF SHREVEPORT, LA., STILL GETS DOWN TO OPEN THE 
STORE FOR SATURDAY BUSINESS AT 6:30 A.M. 


you, it was a job and a chance, and 
today he is president of this shoe firm 
which is known throughout this section 
of the country and numbers its custom- 
ers in foreign countries around the 
globe. 

From a straggling, muddy little river 
town of the late sixties, Mr. Sokolow- 
ski has watched the city of his adop- 
tion grow from a few thousand inhabi- 
tants to a population of one hundred 
twelve thousand, with Barksdale Field 
adjacent, surrounded by vast oil fields 
of enormous wealth. With the growth 
of the city, the store has grown apace, 
moving along Téxas Street, the main 
shopping street, as business grew away 
from the river. Following the prin- 
ciples of fair competition, honesty in 
its dealings and integrity of service to 
its customers, the firm occupies an en- 
viable place in the business ‘of this rich 
trade-area. Many of the names on the 
books of the Phelps Shoe Co., Ltd., are 


now in the fourth generation of those 
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who first bought their high-top boots 
and shoes there, waited on by Bernard 
Sokolowski or some other employee of 
ihe firm. 

Mr. Sokolowski does not approve of 
many of the modern ways. He believes 
a store should be open and ready for 
business before 7 a. m. every day and 
should close when and if there are no 
more customers to be hoped for. True 
to this belief, and unswerving in his 
determination to do what he thinks is 
right, Mr. Sokolowski and a porter 
arrive at the store before 7 o'clock 
every business morning. It is easier to 
do that now that electric lights have 
replaced the swinging oil lamp, and 
natural gas brings warmth much more 
quickly than thé old coal-burning stove 
of former years; in these days of short- 
er working days, however, the presi- 
dent of the firm finds few to agree with 
his ideas along these lines. 

Styles in shoes, in living and in man- 
ners have changed, but Mr. Sokolow- 


ski is unchanging in his loyalty to this 
shoe business. In younger days he 
took part in club and civic work, but 
now his heart is in the business and 
there he spends most of his time. 

“Uncle Bernie” to a host of relatives, 
many of whom have received his bene- 
factions in their time of need, he is 
loved and respected by the entire com- 
munity. His personal charities are 
many and largely unknown. Occa- 
sionally a story will creep out such as 
the one about how he treated his ten- 
ants during the depression. Owning a 
large quantity of negro rent property, 
he not only did not collect rent from 
those in distress during the depression, 
but saw to it that they were fed. Many 
of these people would have starved ex- 
cept for his kindness. 

So when the time comes each year 
for “Happy Birthday” to be sung to 
Bernard -Sokolowski, there are many 
to voice it with sincere feeling and 
affection. 
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Retail Sales, Independent Shoe Stores 
January, 1942 
of Per Cent Change 


Number 


firms 
report- vs. 
States by Regions ing Jan.°41 
New England .. 59 
Massachusetts .... 37 
Middie Atlantic 50 
Pennsylvania ... 50 
East North Central.. 141 
Ohio .. 26 
Indiana thE 18 
Illinois . 87 
Michigan 
Wisconsin dts 
West North Central 
Iowa . + 
Missouri 
Kansas . 
South Atlantic .. 
South Carolina 
Georgia ; 
Florida ...... 
West South Central.. 
Oklahoma ...... 
Texas 
Mountain .. 
Montana 


SRomtaBoSSSRE 


Washington 

Oregon ........ 

California 
Los Angeles, Calif. 


St. Louis, Mo..... 1] +41 


vs. 

Dec."41 
—19 
—18 
—25 


—36 
—38 
—37 


—26 

Colorado ead 
Pacific ~s 
—l7 
—2 
—7 
+19 
—32 


Jan.°42  Jan.’42 


December 
1941 


194,180 

81,009 
147,842 
162,545 
131,191 
204,288 


80,529 
75,372 
18,808 
109,398 
31,358 
51,118 
26,922 
180,003 


44,863 
111,231 
-19 197,722 
37,535 
2 81,359 
912,087 
105,602 

79,202 
727,283 
112,034 

33,099 





Washington News Reel 


[CONTINUED FROM PAGE 12] 


E. w. HEILMAN, Washington, D. C., 
has been appointed to the staff of OPA’s 
consumers’ durable goods section. For 
25 years, Mr. Heilman was associated 
with A. G. Spalding & Bros. He has lived 
in Washington 14 years, serving as dis- 
trict manager since 1937. 


ion * * 
PROCESSORS of Agave wrapping twine 
were notified by telegrams on Feb. 24 by 
WPB that they may process during Feb- 
ruary 100 per cent of their average 
monthly sales in 1941. 

The order (M-84) issued Feb. 20 pro- 
vided forr only 80 per cent production in 
February. Since three-fourths of the 
month had already lapsed, application of 
the 80 per cent limitation would virtually 
have stopped all Agave wrapping twine 
production for the remainder of the 
month. To prevent that, the WPB sent 
telegrams to such processors notitying 
them that they may process up to 100 
per cent this month. The quota for March 
remains unchanged at 70 per cent, and 
at 65 per cent for every month there- 
after. 

* * + 
Witx crude rubber reserved for the 
manufacture of essential products the 
WPB recently made available limited 


supplies of unvulcanized scrap rubber for 
use in less essential civilian articles. Un- 
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der previous terms of the rubber regu- 
lations, however, unvulcanized rubber 
could not be utilized for the manufacture 
of unpermitted products. 


Exhibits Spring Shoes 

New York—Coward Shoe Company 
held a press preview, Feb. 25, in the 
Basildon Room of the Waldorf-Astoria 
Hotel, here. Alice Marble, well-known 
tennis star and authority on “Health 
Through Walking,” who designed a 
shoe called the “Minute Woman,” was 
present at the showing. 

The shoe is modeled after the Brit- 
ish officers’ shoes and is a seamless 
Blucher oxford of smooth polished calf- 
skin. A sturdy men’s weight sole as- 
sures hard wearing qualities, yet the 
shoe is extremely flexible. Girls dressed 
in the uniforms of the various volun- 
tary services were present and modeled 
these shoes. 

In addition to this special shoe, Cow- 
ard presented the rest of its Spring line 
at this showing. Especially noteworthy 
was a table of casual models, featuring 
bright colors; the majority of the shoes 
were on leather or rope soles. Espe- 
cially interesting was an espadrille 
shown in gay shades of red, tan, yellow 
and blue. Another shoe in this group 
was a combination of the jodhpur and 
the buckle monk, particularly note- 
worthy in deep red. 

Cocktails were served, and two speak- 
ers from the American Women’s Volun- 
tary Services explained the aims and 
the work of their organization. 











MEN WANTED 


to operate exclusive Health Spot 
Shoe Shops, under a profit-shar- 
ing plan that requires no invest- 
ment. 


You enjoy the same benefits an 
owner has, except that you have 
no money invested and you do 
not have the many responsibili- 
ties of owning a business. 


Your earnings (based on a reg- 
ulary salary and a liberal share 
of the profits), are limited only 
by your ability. to build up 
sales. 


The more enthusiasm you have 
for your work—the more en- 
ergy you put into it—the greater 
are your benefits from it. 


Don’t pass up this unique op- 
portunity. Here’s a real chance 
to capitalize on your ability, to 
profit through your own efforts. 


Health Spot Shoe Shop oper- 
ators everywhere are having a 
most profitable experience, earn- 
ing more money than they’ve 
ever made before—happier than 
they’ve ever been. 


Mr. R. L. Wolgast 


HEALTH SPOT SHOE SHOP 
206 N. ELIZABETH ST. 
LIMA, OHIO 


To the roster of successful 
Health Spot Shoe Shop oper- 
ators we add the name of Roy 
Wolgast for his fine record of 
constantly increasing volume 
(and increased income for him- 
self). 

Send for an application blank 
today if you are interested in 
the Health Spot Shoe Shop 
profit-sharing plan. 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 
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OTHER PEOPLE’S IDEAS 


by JOHN F. W. ANDERSON 


Open By Appointment 


A retailer in a small mid-western 
city writes in to say that he has had 
to considerably alter the hours that 
he keeps his store open in order to 
accommodate the new workers in a 
nearby defense plant. Instead of clos- 
ing at five-thirty he now closes at six- 
thirty to accommodate workers on 
their way home. He now stays open on 
Thursday evening until nine in addi- 
tion to Saturday evening in order to 
accommodate those workers who are 
‘ unable to come during the daytime. 

And, in addition, he now features 
a sign in his window and a statement 
in his ads that he will be only too glad 
to accommodate any customers who 
want to come in on other evenings if 
they will just give him a ring on the 
phone before six o’clock. He reports 
that this is no hardship as he lives 
within a block’s distance of his store, 


and this arrangement —a profitable 
one by the way—is considerably more 
convenient to him than trying to stay 
open every evening in the week until 


after seven. 
* = * 


“ON DUTY .. . Shoes for the 
Woman in Uniform” 
(Bullock’s, Los Angeles) 


* * 


If You Are Putting on a 
New Face 

If you are constructing a new front 
on your store: 

DON’T just board up the front 
while the workmen are building a new 
“front behind.” It’s ugly. It gives 
the impression that the whole store is 
closed up for the duration. 

DO as Abraham & Straus, Brook- 
lyn department store, has done and 
build display nitches in the board 
front. A. & S. has built ‘em six feet 





i bstitute 
Suggest dai 
ing another pair to wear 


in and 
ion slippers and other 
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Ways to Increase Sales 
the style or size asked for is out of stock always suggest an ap- 


substitute. 
styles that ee are advertising or have on display. 

n> Sp corgcwrn 
fter you sell one pair, mention the economy advantages of buy- 


. Show the customer shoes that are new, clean and tidy. 
you sell a pair of shoes show accessories that are related of 


for gifts and special occasions. 
or patterns as you mention them. 








long, three feet high and two feet 
deep. With indirect lighting they are 
ideal for shoe displays and, jutting 
out over the sidewalk, they can’t be 
missed by the passing shopper, espe- 
cially: the smaller displays in each 
end which are right in the customer's 
eye as he walks up the street. 
* * * 
Window Space Costs You 
Money 


During this Spring, we believe that 
there is a far greater opportunity of 
doing more with display windows 
than merely as a space to put in a few 
attractive styles. Put your coat on 
and walk down your street. Do the 
shoppers glance at your window as 
just another shoe store, or do they 
stop because your display offers them 
a definite suggestion of style, value, 
specialized comfort service? 

We wonder how many shoe mer- 
chants realize how much their window 
space is costing them—whether they 
use it effectively or not. With the 
leasing of a store, the merchant auto- 
matically contracts for this advertis- 
ing display space, to the extent of 
approximately one-third of the total 
rental. Added to this is the cost of 
alteration, fixtures and lighting. The 
space is then comparable to blank 
newspaper space, the returns depend- 
ing largely on copy, illustration and 
appeal. However, the cost exceeds ex- 
penditures for any other type of ad- 
vertising in the small business, and as 
a consequence places this display 
space at the head as a valuable and 
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important medium in the advertising 
program. 

Next to personal contact with the 
customer, it is possible for the window 
display to offer the greatest buying 
encouragement to the shopper. Well 
arranged, effective window displays 
are the shoe store’s second best sales- 


man. 
* * # 


“A Fashionable New Spread 
peanut-butter Alligator” 
(Byck’s, Louisville, Ky.) 
* # # 
“Keep "Em Buying” 

Mothers of small children in Phila- 
delphia are often surprised when they 
answer the telephone to hear a pleas- 
ant voice inquire whether it isn’t time 
for their child to be re-fitted to a pair 
of school or play shoes, at the same 
time mentioning the size of the last 
pair sold and the fact that children’s 
feet grow rapidly and need frequent 
checking to prevent foot troubles. 

The telephone followup is based on 
an accurate file system developed by 
children’s shoe buyer S. J. Castaldi of 
Strawbridge & Clothier’s department 
store. Cross indexed to keep a record 
of the size of every child sold by the 
department, so that when the child 
comes in again, the salesman -can 
quickly find the previous size sold and 
estimate the new requirements. In 


many cases this saves a lot of time if 
the child does not need a larger size. 
This careful checking system shows 
the mother that the store is interested 
in the child as an individual and 
builds good feeling. 


The file also serves as a “control” 


to keep customers buying. In the 
event that a child fitted regularly for 
a year or so suddenly stops coming 
in, the file quickly shows it and starts 
immediate telephone action. 
* * * 
“Keep Young Feet 
Healthy and Happy!” 
(Titche-Goettinger Co., Dallas) 


* # # 
The Customer Has No Escape 


An effective method of building 
shoe sales has been developed by the 
men’s shoe department of the George 
Muse Clothing Company in Atlanta, 
Georgia. 

Each day the men’s clothing depart- 
ment turns over to the men’s shoe de- 
partment, located on the balcony, a 
list of the names and addresses of all 
persons to whom it has sold shoes that 
day. This is checked against the list 
of customers who have purchased 
shoes, and those who have purchased 
both a suit and a pair of shoes are 
checked off. ‘ 
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Every customer who bought a suit, 
but did not purchase a pair of shoes, 
is sent a hand addressed, printed post- 
card, reminding him that the men’s 
shoe department at Muse’s specializes 
in correct fitting, and pointing out 
that the department has several well- 


ce 
“Footwear 
for the 
Occasion” 
VACATION! 
CAMPING! 
OUTING! 
PARTY! 
DANCE! 
PLAY! 


Footwear can “make 
or mar” your ap- 
pearance, — “Your 
pleasure.” Certainly 
it is good judgment 
to select “Sonner’s” 
Footwear of Quality 
andattractivestyles, 
for every member of 
the family. “The 
Magic” underneath, 
the fashionable sur- 
face is longer wear 
and lasting comfort. 
Look at your shoes 
—#other folks do. 


GIVE YOUR 
FEET A 
VACATION 


Pleased to show you 
—a-wide selection, 
styles and price to 
suit your purse. 


Poll Parrot Shoes 
for the children. 











known lines of shoes ranging from 
$7.95 a pair up. 

Although the plan has only been 
in operation for a few weeks, it has 
already made a difference in volume 
of business and is expected to do an 
even better job in the future as more 
and more clothing customers discover 
the shoe values in’ Muse’s shoe depart- 


ment. 
* * # 


The Rainy Season Is Coming 


Here’s an interesting idea to put 
your rubbers right before the custom- 
er’s eye during the rainy months to 
come. 

Adler’s Shoe Store, Fordham Road, 
New York, has a “surrealistic” rub- 
ber tree, made of wood, and standing 
about four and a half feet high, which 
they place in the front entrance- 
way during inclement or threatening 
weather. A different style of rubber 
is displayed hanging from each of the 
four wooden branches of the tree. A 
sign is nailed to the trunk and reads 
—Adler Rubbers. 


a 


“Awake with Spring” 
(J. N. Adam’s, Buffalo) 


* * * 
Timely, and to the Point 


We quote in part from a five- 
column ad which appeared in the St. 
Louis newspapers, Sunday, February 
15th: 


“We, the undersigned retail merchants 

of St, Louie, ase outing, yes to jel ce & 
MEETING AN EMERGENCY 

“Government restrictions on tires and 
trucks provide no replacement for retail 
delivery. The following curtailments will 
in no way affect the principal daily de- 
livery service which we have maintained 
for the past twenty-three years. They 
will cut the number of miles our trucks 
run, thus aiding further conservation and 
making possible the continuation of pres- 


ent services. 
CARRY SMALL PACKAGES: Custom- 
ers will be expected to carry small pack- 


ages. — 

PICK-UP RETURNS .. . will be elimi- 

nated, with the exception on items too 

heavy or bulky to carry. 

WRAPPINGS ... 

A. There will be no gift wrapping nor 

boxing of purchases without charge. 
A uniform price schedule for boxes 
and wrappings, beginni with a 
five-cent minimum on each, will be 
adhered to. : 

B. Goods ready-packed in a carton will 

not be given additional wrappings. 
Wherever possible, outside wrap- 
pings will be eliminated. 

“The following member stores of the 
Associated Retailers of St. Louis, with 
the endorsement of the Office of Civilian 
Defense Authorities, ask your support in 
carrving out these restrictions. 

CO-OPERATIVE RETAILERS .. .” 


Thirteen St. Louis stores signed the 
announcement. Possibly it will serve 
as a platform for the merchants in 


your town. 
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SPRING consumer buying in February takes on unfore- 
seen momentum. January sales were comparatively 
short-lived in independent stores, but were kept on in the 
chains, especially those chains specializing in branded 
lines of men’s shoes, much to the advantage of the con- 
sumers who laid in substantial stocks of their regular 
styles. Hysterical buying was over quickly; now good 
quality shoes are the wanted ones, with no price resis- 
tance. 

“Forward buying” (a polite term for hoarding) is 
not apparent in women’s shoes. Women are buying a 
great many welt and platform walking shoes. These are 
not confined to the military kinds by any means, but 
mainly to 18/8 heels and downs. Shoes with heels, say 
13/8 in height, built on short coupled lasts in welts and 
cemented half platforms are moving fast. 

There is a better than ordinary demand for the usual 
run of the mill staples. Girls who have recently ac- 
quired standing jobs in defense industries are ‘taking 
to welts, such as gored moccasin patterns. In these 
shoes blue is especially good, with -russet saddle leather 
a close second. 

Office girls are taking to lower heels for everyday 
wear; they are buying more sturdy shoes for their 
defense activities, yet are buying their normal number 
of dressy pairs. Says Paul Jesberg, who has specialized 
in walking welts for years: “Girls are insisting on a 
distinct fashion note on.their low heeled shoes, yet 
their shoes must have a practical tinge. Military types 
are, of course, accepted.” 

Buying of novelty shoes is better than nagmal, indi- 
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Wilshire 
Boulevard 
And Broadway 


Los Angeles Stores Report Profitable Season, With 
Sales Ahead of Schedule. Low Heeled Walking Types 


Selling Well in All Stores. Black, Tans, Red, Beige, 


Navy, Green Popular in This Area, With Unexpected 


Demand for Wheat Linen. 


by HARRY R. TERHUNE 


cating that women are buying shoes because they like 
them and not from necessity. Stores operating in the 
higher price lines check with Robinson’s (retail prices: 
shoes, $11.95-$19.95; bags, $7.00-$20.00), who are 
finding that their regular patrons are buying somewhat 
more than their usual pairage, but that the big in- 
creases are coming from women who have previously 
felt these prices beyond their means. 

A warm, dry February caused the usual call of Spring 
shoes to be greatly accelerated; thus, definite . trends 
may be charted, trends which are influencing buyers to 
place sizable reorders for more of the same. 

In color, black was the surprise seller. Tan calf, either 
highly polished or antiqued, was next. Jack Fowler, of 
Innes, says he “wouldn’t lose a sale if the entire stock 
was all tan calf or tan calf trimmed.” This was a some- 
what facetious exaggeration of the acceptance of this 
material. Red, beige, navy and green were next in 
almost all stores. 

Paul Kirsh’s belief that these colors will hold through 
Easter was backed up generally. Stores are resizing 
accordingly. Wilshire Boulevard stores, from downtown 
to Beverly Hills,’ are finding no resistance to any high 
color, but they are adding cocoa to the fast-moving 
color picture. Black patent gets top billing along the 
Boulevard, just as it does all over town this Spring. 

Robinson is getting a tremendous play on the Rham- 
godie lizard shoes and bags, as well as an alligator 
lizard. In fact, all stores are finding more people inter- 
ested in reptiles than there are sources which can supply 
this material. [TURN TO PAGE 39, PLEASE] 


Boot and Shoe Recorder 





Keeping Shoe Shoppers 


on Home Grounds 


[CONTINUED FROM PAGE 21] 


He gives the nurses 10 per cent off the regular price. 
One year he lost the graduates, when another local store 
offered them a 20 per cent discount. The following year 
the commencement class came back to him again. They 
preferred to trade with him, they said, even at the 
smaller discount, because of his fitting service. 

The staff make a special effort to give a careful, 
exact fit on all group orders. The careful fitting im- 
presses the new customers and prevents misfits. Last 
Spring not a single pair in the nurses’ special order 
was rejected for poor fit. 

“Going out after the business” also includes visits to 
the sorority and fraternity houses at the local college. 
In Spring and Fall, Mr. Newell telephones each house, 
and asks when it would be convenient for him to come 
out to show the new styles. He makes a date, planning 
to get there immediately after dinner, before the col- 
legians have scattered for social engagements or study- 
ing. 

He takes a sample case along with a dozen or so 
college styles, and puts them on a piece of velvet to 
show them off. He talks informally on the special style 
features and comfort features of the shoes, and lets the 
girls handle them, or try them on, if they're the right 
size. Each visit takes from thirty minutes to an hour. 
Even when he makes only one sale on a visit, he con- 
siders the time well spent. 

“I know from experience,” he says, “that when one 
girl sports a good-looking pair of shoes, several of her 
sisters are going to want the same shoe from us, or 
something similar.” 

Several college men have worked the fraternity houses 
for him. When a man has sent him ten customers who 
buy shoes, the steerer gets a free pair. 

Mr. Newell’s personalized service is carried to in- 
dividuals, too. He makes evening visits to customers 
who are sick or hurt, and even to a few women who 
prefer not to come to the store. Since he keeps careful 
records of the size, last and type of shoe previously 
bought, he knows approximately what will be wanted. 

“One customer always buys at least two pairs of 
shoes from me at a visit, and often three,” he says. “I 
usually take her about five pairs to choose from. Once 
she asked me to bring a pair for her husband, too—she 
wanted them as a gift for Dad’s Day.” 

One of Mr. Newell’s loyal customers is a nun in a 
convent sixty miles from Springfield. One holiday when 
her mother was driving up to see her, she asked him to 
go along and fit the nun with shoes. “Why don’t you 
take some extra sizes along?” she suggested. “Perhaps 
other nuns will want shoes.” 


[TURN TO PAGE 41, PLEASE] 
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FLUORESCENT 


staat ae Ol litilil: maels 
Greater Efficiency! 





With GUTH Fixtures 
Our Whole Store is 
Working More Effi- 

ciently Than Ever! 





These days, customers are nervous and 
tense—and they enjoy buying in a 
cheery, brilliantly-lighted store. 


Salespeople are extra busy—and their 
efficiency will lag unless their sur- 
roundings are stimulating. Tests prove 
that good lighting makes selling easier 
—faster. 


Finally, you and your executive staff 
are working long hours under extreme 
stress and strain. So you, too, deserve 
the cool, brilliant illumination of 
GUTH Fluorescent. 


GUTH EXCELUX, typical of the engineered superior- 
ity and artistic designing of all GUTH Fixtures. 


The biggest port of GUTH Lighting 
Equipment is now being used for ae 
wartime purposes 





NOR: Renee ecw 
MEASURE MERIT AS YOU MAY 


ISU LCT- 
SOLE LEATHER 


will be found to check 100% in every re- 
spect with your ideas of what desirable sole 
leather should be. When you measure its 
value in terms of pairage éales, dollar- 
volume sales, repeat business, you'll see why 
we claim it a product that can be beneficially 
featured on all types of men’s shoes. It 
helps to increase the selling effectiveness of 
style, and good shoemaking, to a degree 
which has proved most gratifying in innu- 


merable cases. 


LEATHER COMPANY 


BOSTON:-MASS 


A BALANCED TANNAGE 


D STREET, MILWAUKEE. WISCONSIN}—— 








A Store Designed to Sell 
[CONTINUED FROM PAGE 16] 


To illustrate the flexibility of this 
section, the following shows the pos- 
sible and contemplated promotions for 
the current year. January—Clearance; 
February — Winter Sports; March — 
Early Spring Shoes; April—Easter 
Promotions; May—Heart of the Sea- 
son Promotions; June—Summer Dress 
Shoes; July and August—Play and 
Casual Types; September—Sport School 
Shoes; October and November—First 
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Promotion of Fall Shoes; December— 
Christmas Footwear and New Casuals. 

Each and every one of these promo- 
tional efforts calls for an entire change 
of scenery in this department. This 
includes dramatizing the department in 
keeping with the current promotion. 
Eye-level wall panels and murals which 
cover the wall of the entire entrance to 
this section depict the theme of the cur- 
rent promotion. 

Such complete changes give the store 
an ever-fresh eye appeal month-by- 
month, so that customers will look for- 
ward to Reliable’s next promotion. This 


idea of something new each month was 
inspired by the promotional calendar 
printed in Boot AND SHOE RECORDER. 

Promotion to Reliable does not mean 
a sale or trying to get rid of buyer’s 
mistakes. It does mean the presentation 
of seasonable merchandise at the right 
time and at regular prices. 

The Reliable Shoe Co. is a retail shoe 
business which has been in operation 
for 35 years. It has had its ups and 
downs, but three years ago it adopted 
a definite merchandising policy. Sales 
efforts were concentrated on advertised 
name brands. More attention was paid 
to sizes than to styles, as advocated in 
BooT AND SHOE RECORDER. 

As a result of this merchandising 
policy, the volume of business done has 
more than doubled in the past three 
years. Fitting stool selling has been 
made easier, with customers being bet- 
ter satisfied, and repeat business has 
greatly increased. Many new customers 
have been added to the store’s list 
through good word-of-mouth advertis- 
ing which can only be had through 
earned and deserved service. 

When Reliable placed branded lines 
of shoes on their shelves, they were not 
content with sitting back, hoping the 
shoes would sell themselves. When the 
change was made to nationally adver- 
tised shoes, an annual advertising ap- 
propriation of $12,000 was set up. Each 
succeeding year, the appropriation was 
upped so that for last year (1941) 
$15,000 was set aside for advertising. 

And here’s something to consider— 
the 1941 advertising budget was less 
than in 1939 in terms of percentage to 
sales, a point well worth pondering. In 
other words, the percentage allocated 
for advertising has decreased as the 
appropriation was increased. 

This advertising money was spent 
largely in newspapers supplemented by 
window displays which closely backed 
up the newspaper copy, then radio, di- 
rect mail and telephone. Every possible 
angle was covered, as well as taking. 
advantage of the material furnished 
the store by the manufacturers. That 
Reliable’s advertising gets far greater 
results through customer acceptance 
since the switch was made to adver- 
tised brands is a point worth con- 
sidering. 

In order to conserve profits and pay 
increased taxes to the Government, the 
store’s merchandising will decidedly be 
sharper and keener than ever during 
the war period. 

A basic part of the practice already 
in complete operation in every depart- 
ment is to buy 25 per cent less styles 
and buy 25 per cent more sizes. This 
gives a normal basic inventory. But 
it is an inventory which will enable 
the Reliable to operate in a most effi- 
cient manner. 

There is no substitute for sizes, in 
the opinion of this firm. Feet need sizes 
—eye appeal may want styles—but 
with the-sizes to fit the feet, sensible 
fitting stool technique will prevail to 
the ultimate satisfaction of all con- 
cerned. 
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PLATFORM 


LIGHTWEIGHT 
WHEELED EXTENSION EDGE 


LIGHTWEIGHT 
CLOSE TRIMMED EDGE 


(BAC SOLE STITCHING 
MACHINE — MODEL C 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Official Two-Color POSTERS 
for National FOOT HEALTH WEEK 


ORDER NOW! 


« These compelling, colorful 


posters are a necessary part 
of your Foot Health Week 


promotion ! 


Use them in your window displays and 
for store decoration. Use them in the 
windows of vacant stores. Use them in 
conspicuous spots all over town. They 
will give a final, powerful tie-up in any 
well-planned promotion program. 


Why not place a quantity order for all 
stores in your community cooperating in 


National 


FOOT HEALTH WEEK 
April 20th to 25th 


BPR 


201028. oe SOOT MERLIN 


These official Posters are BLACK and GREEN 
on heavy offset paper, size 17 x 22 inches 


5 for $2.50 100 for $21.00 20 for $5.25 
10 for $3.75 (WE PAY POSTAGE) 30 for $7.25 


MATRICES OF FOUR 
FOOT HEALTH WEEK 
R. E. ANDRUSS—BOOT AND SHOE RECORDER 
POSTERS 100 East 42nd St., New York ee 
SHIPPED Please send us ....FOOT HEALTH WEEK POSTERS. $1.00 
and ... .. SETS of matrices of FOOT HEALTH WEEK 
F L A T RAS peeaeneee. Included are reproduction 
_ .. Cheek (or Money Order) enclosed, or Mail C.O.D. of Food Health Week Post- 
e er in two sizes, and two 
a Po Mera other timely illustrations 
~ ‘Address eal _ ee for your 
ete co . + ie 8 SS FOOT HEALTH WEEK 


PTAND ADDRESS CLEARLY TO BOOT AND SHOE RECORDER EE 
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e NATIONAL NEWS e 


Washington Business Keeps Pace with Times 





Thousands of New Government Workers in National Capitol 
Boom Business for Local Retailers — Over-Buying 
Creates Problem of Keeping Adequate Stocks 


WASHINGTON, D. C.—When the fast- 
est growing city in the country goes 
in for overbuying, that means business 
for retail merchants. That’s the situa- 
tion on the banks of the Potomac, where 
the constantly-growing thousands of 
government workers and others drawn 
to the capital for one reason or an- 
other are keeping shoe merchants as 
busy as they have ever been. The 
problem in Washington is not selling 
shoes so much as it is getting shoes 
to sell. 

Washington is a city of nerves, 
where rumors fiy thicker than locusts 
in a plague. Many Washingtonians 
have decided, on the basis of some base- 
less rumor, that they will soon be un- 
able to obtain shoes. Consequently 
they are now laying in advance stocks 
to the limit of their purchasing power. 

This urge of buying is reflected in all 
lines. Gilbert Hahn, president of Hahn 
Brothers, reports that buyers in the 
seven Hahn stores are all ¢nxious to get 
good merchandise of all types, and are 
willing to pay for good merchandise. 
Sales in all lines are at a peak, he 
says, but Washingtonians are not buy- 
ing foolishly. They are style-conscious, 
Hahn reports, but are ready to sacri- 
fice style for fit and quality. 

Hahn’s also maintains a central re- 
pair shop, fed by all seven of the 
stores. Business in this shop has risen 
as sharply as that in new shoes. Other 
repair shops report a similar rise in 
their volume. 

It has been months since a new store 
was opened in the downtown shopping 
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district of Washington—there simply 
is no desirable space at a reasonable 
rental—but several new shops have 
opened in the suburbs. Almost without 
exception these shops report business 
extraordinarily good for a new store. 

That Washington social life is being 
“democratized” by the arrival of these 
new war workers is shown in the sales 
of formal shoes for evening wear. Here 
alone the influx of new workers has not 
been reflected. As before, sales on eve- 
ning lines are still made largely by the 
more tony shops, few of which are 
known to have experienced any great 
rise in sales of evening wear. Several 
family stores report that business in 
evening wear is very slow. 

Personnel has been a major problem 
in Washington shoe circles—what with 
the triple-barreled problem of retain- 
ing workers from the draft and from 
the government and recruiting new 
personnel to aid in taking care of this 
expanding buying public. Hahn’s re- 
ports that its staff is up 20 per cent 
in the past year; Herbert Rich, whose 
four sales floors comprise one of the 
city’s best and busiest downtown re- 
tail establishments, reports that his 
staff is up ten per cent and may have 
to go higher. More people are selling 
shoes in Hecht’s and the other depart- 
ment stores, several of which have 
enlarged their departments consider- 
ably, and in the various clothing stores 
which handle shoes. 

Nearly ali Washington merchants 
are experiencing a rapid turnover in 

[TURN TO PAGE 37, PLEASE] 
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WPB Will Not Ban 
Shoe Shows 


BostoN—In response to the New 
England Shoe and Leather Associa- 
tion’s official resolution recommending 
to the War Production Board that al! 
leather and shoe conventions be banned 
for the duration of the war, our asso- 
ciation has been advised by Major 
Joseph W. Bryon, chief of the Leather 
and Shoe Section, WPB, as follows. 
Maxwell Field, association secretary 
stated: 

“My dear Mr. Field: 

We have your letter of February 13. 
1942, and wish through you to express 
to your people our appreciation of their 
patriotic efforts. We must confirm our 
wire of recent date on the subject of 
shows, conventions, meetings, as fol- 
lows: ‘WAR PRODUCTION BOARD 
IS NOT TAKING ANY POSITION 
WITH RESPECT TO WHEN ANY 
ASSOCIATION HOLDS A MEET- 
ING NOR IS IT ATTEMPTING TO 
EXERCISE ANY CONTROL OVER 
ASSOCIATION POLICIES.’” 

“As a result of this decision, the New 
England Shoe and Leather Association 
will immediately proceed with its plans 
to conduct its Twenty-Third Annual 
Boston Shoe Fair on June 1-4, at the 
Hotel Statler and Parker House. Of- 
ficial announcements of this show, the 
second-largest trade convention in the 
shoe industry, will be mailed shortly 
to all shoe manufacturers and members 
of the allied trades,” Mr. Field con- 
cluded. 


Promoted to Manager 
— W. H. 


Santa Monica, CALIF. -— 
Springer has been promoted to be man- 
ager of the Kay Shoe Store, this city, 
coming here from the Long Beach store 
of the Kay group. 





Army Procurement Speeds War Industries 





Quartermaster Agencies Entrusted with Task of Finding Out 
Who Makes What and How Much of It 


New York.—A highly important but 
little publicized side to current United 
States Army purchases of the literally 
thousands of items necessary to main- 
tain and lead to victory of America’s 
armed forces is the yeoman effort of 
Army Quartermaster Procurement 
Planning Offices. Ten of these offices, 
strategically located at various points 
around the country and situated so as 
to conform with Army Corps Area ter- 
ritorial designations, act as “talent 
scouts” both for the Quartermaster Pro- 
curement Agencies generally located at 
depots or sub-depots, as well as the 
War Production Board. 

“To find out ‘who makes what and 
how much of it’ is the task of each Pro- 
curement Planning Office,” says Lt. 
Col. Arthur G. Stevens, Q.M.C., Chief 
of the New York Procurement Plan- 
ning District, located at 521 Fifth 
Avenue at 43rd Street, New York City. 
This office has served industry for al- 
most a year, aiding thousands of manu- 
facturers who have either called in 
person or telephoned. Five officers and 
twenty-five civilians serve the office. 

The New York Quartermaster Pro- 
curement Planning Office also has set 
up a large and unique 6300 sq. ft. sam- 
ple room containing samples and photo- 
graphs of hundreds of items purchased 
for the Army by the Quartermaster 
Corps. The sample room is open daily 
from 8:30 A.M. to 4:30 P.M. to in- 


terested visitors. Particularly interest- 
ing is the exhibit of winter combat 
clothing containing many items new 
not only to the American Army but not 
to be found among the clothing and 
equipage of any other fighting forces. 
Among these items are Northern musk- 
rat fur parkas, wolf-skin fur mittens, 
toques (stocking caps), super heavy 
underwear and stockings, Arctic shoe 
pacs, special ski clothing and equipage 
including a new type of ski climber, 
snow shoes and bindings, nurses’ cold 
climate fur caps and uniforms, and a 
specially developed type of combination 
glove and mitten which consists of a 
wool glove inside of a leather mitten 
with a slit cut permitting the trigger 
finger to be used when required. 

Each Quartermaster Procurement 
Planning Office maintains records of 
industrial surveys, schedules of pro- 
duction of industrial plants, as well as 
allocation of contracts. Complete de- 
tails as to Army Quartermaster bids 
and specifications are also maintained. 
Medium size and smaller plants are 
“educated” on how to obtain Army con- 
tracts, and their machinery and plant 
facilities as well as their current work 
surveyed with the view toward conver- 
sion to Army manufacturing require- 
ments. Purchasing offices of the Army 
Quartermaster Corps are constantly in- 
formed of newly available manufactur- 
ing facilities. 





Indiana Retail Sales 
Increase in 194] 


BLOOMINGTON, IND.—Retail sales in. 


independent shoe stores in Indiana 
showed a 14 per cent increase in 1941 
over the total in 1940, as compared to 
an increase of only 3 per cent in 1940 
over the 1989 total, according to Indi- 
ana Business Review of Indiana Uni- 
versity. The December, 1941, total 
showed a 28 per cent increase over De- 
cember, 1940. 


I. Miller Holds Style Meeting . 


LonG ISLAND Crty, N. Y.—In a spe- 
cial meeting for the press, I. Miller re- 
cently presented a program for fashion 
promotion and publicity for the coming 
Spring and Summer seasons. The meet- 
ing opened with a talk by Irving Gross- 
man. Better acquaintance between the 
press and the shoe industry was stated 
as the object of the meeting with in- 
creased efficiency in the coordination 
and publicity of fashion as the outcome 
of this acquaintance. Just returned 
from a coast-to-coast trip, the speaker 
reported greater variety in clothes than 
ever before. With this greater variety 
comes greater importance of coordina- 
tion. 


Following Mr. Grossman’s. address, 
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Verne Clark presented a fashion show 
of highlight styles for Spring and Sum- 
mer. Miss Clark gave as the I. Miller 
objective the inspiring of fashion pro- 
gram for the stores and the “lifting 
of women’s spirits” with bright colors 
in shoes and coordinated accessories. In 
quick succession on the runway she 
showed fashions ir bright brave colors 
to act as a tonic and morale builder dur- 
ing this active period in every woman’s 
life. 


Army Asks for More Firms 
To Make Service Shoes 


Boston, Mass.— The Commanding 
Officer of the Boston Quartermaster 
Depot on February 25 sent out an in- 
vitation to shoe manufacturers not now 
engaged in making army shoes to com- 
municate with him if they desired to 
secure a contract for the manufacture 
of the Type II service shoe. The an- 
nouncement, which emanated from 
the newly-established Public Relations 
Branch of the First Corps Area at 808 
Commonwealth Avenue, this city, and 
which was subsequently confirmed at 
the Army Base, points out that the of- 
fer is open to all shoe manufacturers 
“who are now prepared and equipped 
to manufacture army service shoes and 
have no government contracts at this 
time.” 

The announcement states further 
that negotiations have been entered 
into with current contractors — those 
companies now engaged in making 
army shoes—“to increase and extend 
existing contracts,” Ahus providing ad- 
ditional quantities of this type of shoe 
for delivery during the months of May 
and June. 

It is also stated that “the War De- 
partment contemplates procuring shoes 
on a six-months basis beginning with 
deliveries for the month of July,” thus 
enabling manufacturers to schedule 
their production more efficiently than 
in the past when contracts were award- 
ed sporadically and many times without 
adequate notice. 

In local trade circles this is believed 
to be the start of the recently-an- 
nounced buying program of 2,500,000 
pairs per month. 


Baltimore Show Called Off 


BALTIMORE, Mp.—The committee in 
charge of the Baltimore Shoe Show . 
which was held for the first time last 
year has decided to postpone the event _ 
this year until after the war. 

Due to conditions arising out of the 
war, it was felt that this move was best. 





Inventories and Sales, Independent Shoe Stores 
34 States By Geographic Divisions 
1941 vs. 1940 
Compiled by the Bureau of the Census, Washington, D. C. 





Number of 
Firms Re- 


port- Per Cent Dec. 31, 
1941 


Geographic Divisions ing Change 


Inventories of 
Merchandise. at Cost 


Annua! Sales 
Per Cent 
Change* 


Dec. 31, 


1940 1941 1940 





+14 
+10 
+13 
+14 
+16 
+19 
+16 
+15 


New England 

Atlantic 

East North Central .... 
West North Central ... 
South Central 


$6,061,540 
725,067 
1,074,493 
1,288,033 
661,630 
258,767 
456,338 
1,597,212 


$15,916,174 
1,978,518 
2,860,608 
8,448,274 
1,492,902 
737,174 
1,369,482 
4,029,116 


$18,538,785 
2,339,974 
3,400,225 
3,931,013 
1,697,160 
850,401 
1,562,228 
4,757,784 


$5,317,425 
658,315 
964,726 
1,134,234 
571,604 
216,792 
$92,117 
1,389,637 


+16 
+18 
+19 
+14 
+14 
+15 
+14 
+18 





Bureau of the Census. Current Statistical Service. 


* May not be identical 


with per cent changes shown in December, 
Sales—Independent Stores” due to differences in size and position 


ae. reports on “Retail 
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Spring Gets into the Ads 


[CONTINUED FROM PAGE 19] 


The White House, San Francisco, 
radiated Spring in an ad on “Cherry 
Patent.” The “lush, rosy-ripe” cherries 
in the background proved attention- 
getting and the Ben Dayed cherries 
sketched close to the merchandise com- 
bined the thought of “Cherry” and 
“Patent.” Copy reads “shiny, iridescent 
patent with the rosy-glow of ripe cher- 
ries!” In another ad showing six shoes, 
their heading, “Twinkly Patents,” is 
accented by the white space background 
with but single line descriptions of each 
shoe, 

“Enter Spring . “Four Steps 
Ahead!” is the way Gale’s of Santa 
Barbara. introduces four leading pat- 
terns. A simple Ben Day scroll and 
Spring flowers carry the eye interest 
from the heading to the shoes and to 
the copy which reads “Fresh new ver- 
sions to put you fashionably on your 
feet !” 

Gude’s in Los Angeles use an ad 
showing four shoe sketches and a bag, 
promoting the color “Adobe—color 
complement for California costumes.” 
Showing adobe houses in the grey back- 
ground, the copy follows, “like sun 
drenched adobe .. . lusciously soft and 
neutral in tone, making a perfect acces- 
sory color complement for any of 
Spring’s bright hues.” H. Liebes & Co., 
San Francisco, show three shoes 
sketched in a 24-inch space with em- 
phasis on color through the headline 
“pledge allegiance to navy.” Copy 
reads, “Young, semi-tailored, semi- 
dressy shoes you'll wear with suits .. .” 

The headline, “Stocking Smooth,” 
which O’Connor, Moffatt & Co., San 
Francisco, had applied to their gabar- 
dine ad, grouping three shoes in a cir- 
cular swoop, carries out the thought 
* “Fabric Silhouettes” as followed in the 
copy by “Gabardine highlighted with 
patent leather trims!” J. W. Robinson’s 
of Los Angeles show four shoes, say- 
ing, “your Spring costumes call for 
these shoes-with-a-lilt.” 


So West Coast shoe advertising says | 
that even if it is Htmited as to types of- 


shoes, the versatility of Spring will 
bring forth many ways of presenting 
them through attractive layouts, good 
shoe sketching and outstanding copy. 
After all, isn’t versatility an all-year 
word when it comes to advertising? 


Accepted for Air Corps 


CINCINNATI, OHIO—J. C. Newbold, 
son of William Newbold, owner of 
Newbold’s Bootery, Cincinnati, joined 
the United States Air Corps recently. 
He is training at Maxwell Field, Mont- 
gomery, Alabama. 

Mr. Newbold was second high man 
in a group of 700 who took a qualify- 
ing examination for admission to Max- 
well Field Air Training School. Upon 
completing his work there he will be 
in line for a_ second lieutenant’s com- 
mission. ; 
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$10 PRIZE-WINNING 


Fet Peeves 


OF SHOE SALESPEOPLE 


Submitted by MR. LOREN L. ROBERTS 
Werner Shoe Co., St. Joseph, Missouri 


I. My Pet Peeve is the white-collar girl who complains about the 
wear of a pair of fine leather shoes that have been ruined by bang- 
ing the heels against the metal base of a swivel chair. 


2. Peeve-breaker: Explain the evident cause of the trouble, then 
show her how Scuffless “Pyraheel” withstands such punishment. Tap 
the “Pyraheel” with your shoe horn to show how it resists scuffs, 
scratches, dents. This story plays a real part in successful selling. 


You can avoid complaints by specifying 
Du Pont Scuffless ““Pyraheel”’ plastic heel 
covering. It comes in almost all colors and 
leather effects. Costs you nothing extra— 
and is used by almost all manufacturers. 


Scuffless heels give you an extra talking 
point, too. They resist checking, cracking 
and scuffing—and look new as long as cus- 
tomers wear the shoes. Remember to specify 
Scuffless heels on your next order. 





HOW TO WIN $10 
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_ Where 

To Buy 
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Shades 


Honest Value 

In Boery Poir 
OBERTS-HART, INC. 
KEENE, WN. HH. 
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Soles and Heels 
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MARBLE FACE 
SQUARE CORD 
The most popular soling material for 
your attractively priced shoes. 


THE LITHOX corp. 
WAPAKONETA, O10, U. & A. 











oem ee Soom 


Riding Boots 


SO EF er er Or ee 


1 eel eli el 


IN STOCK 
FOR MEN, WOMEN 
and CHILDREN 


ALSO 
JODHPUR & FIELD 








Takes on Added Duties 


FREMONT, NeB.—Melvin H. Pillar, 
buyer and manager of the men’s, wo- 
men’s and children’s shoes at the David 
City, Neb., store of Schweser’s, has 
been transferred to the Fremont store 
of the firm where he has been assigned 
additional duties. 

Mr. Pillar is now buyer of men’s, 
women’s and children’s shoes for 
Schweser’s Fremont and David City 
stores and is manager of the men’s fur- 
nishings and work clothing depart- 
ments in the former store. He is also 
manager of the advertising department 
which services all three Schweser De- 
partment Stores in the two above- 
mentioned towns and in Columbus, Neb. 


% 


For Spring and Resort Wear 


For Spring and resort wear these women's shoe styles were featured by Lovemaa, 


Joseph & Loeb, Birmingham, and brought a quick 


rted H. W. Tanker- 


response, repo 
sley, shoe buyer. The display was arranged by Joseph Apolinsky, display manager. 





Retailers Asked to Vote 
Against X-Ray Bill 

ROcHESTER, N. Y.—The Legislative 
Committee of the New York State Shoe 
Retailers Association has asked legis- 
lators to vote against the Muzzica Bill 
which, it is believed, would prevent shoe 
retailers from using X-Ray machines 
for demonstration purposes in fitting 
shoes. 

The measure defines X-Ray diagnosis 
as “that method of pedical practice in 
which demonstration and examination 
of the normal and abnormal structures, 
parts or functions of the human body 
are made by the use of X-Rays,” and 
any person who makes any interpreta- 
tion or explanation by reason of the 
use of X-Rays “shall be deemed en- 
gaged in the practice of medicine.” 

A measure along somewhat similar 
lines was introduced in the Legislature 
last year. When shoe men objected to 
it, the sponsors said it was not designed 
to prevent them from using such ma- 
chines for demonstration purposes. 
Nevertheless, it is believed that it could 
be interpreted as making it illegal to 
do so. 


Compo Declares Dividend 


Boston, Mass.—The Board of Direc- 
tors of Compo Shoe Machinery Corpo- 
ration have declared a cash dividend of 
25c. per share on the Common Capital 
stock, and accrued dividends of 62%c. 
per share in cash on the $2.50 Con- 
vertible Cumulative Preferred stock. 
Dividends are payable March 16, 1942, 
to stockholders of record at the close 
of business March 4, 1942. 


White Kid Shoes 
For Army Nurses 


New York—A prominent represen- 
tative of the leather industry has called 
attention to the fact that white kid 
shoes and not fabric shoes are now 
being purchased by the Quartermaster 
Corps of the United States Army for 
use with Army nurses’ uniforms. In 
a recent item the RecorpeR stated that 
fabric shoes were called for in bids 
announced by the Quartermaster Corps. 
This statement was erroneous. 

The Quartermaster Corps late in 
January announced the opening of in- 
formal bids for about 100,000 pairs of 
black calf leather shoes and an equal 
number of white kid shoes for nurses. © 
Fifty per cent delivery of each lot is 
required by March 31, and the balance 
by April 30. 


Ohio Retail Shoe Trade Up 
19 Per Cent for Year 


CoLuMBUS, OHIO—A total of 27 inde- 
pendent retail shoe stores in Ohio, pro- 
viding a cross-section of the trade, re- 
ported a 32 per cent gain in December 
sales, totaling $277,912, as compared 
with sales in the same month of 1940, 
the Bureau of Business Research at 
Ohio State University reported. 

For the year, shoe stores in Ohio 
gained 19 per cent in sales volume over 
1940. Sales in December, 1941, were 
38 per cent over November of that year. 

For all kinds -of business—1201 re- 
tail stores reporting—sales in Decem- 
ber were 15 per cent ahead of Decem- 
ber, 1940, and 49 per cent ahead of 
November, 1941. For all stores, 1941 
sales were 21 per cent ahead of 1940, 
the report showed. 
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OTHER GOLF SHOES 
No. 2160 & 2161 $3.95 
ase, 2140-41-42 





GOLF SHOES 
REMOVABLE SPIKES 


$360 


@ MEN'S SIZES—é6 to 12—C & D Widths 
@ TERMS — 2% 10 DAYS — NET 30 
New Catalog--ASCO Athletic Footwear 


THE ARNOFF SHOE CO., INC., 101 DUANE ST., N.Y. C. 


AT ONCE DELIVERY 


@ BROWN ELK UPPERS 

@ COLOR COMBINATIONS 

@ GENUINE GOODYEAR WELT 

@ 2 VISCOLIZED LEATHER 
SOLES 

@ FREE WRENCH SHOE HORN 











Washington Business 
Keeps Pace with Times 
[CONTINUED FROM PAGE 33] 


colored shoes for women, with red and 
green and other high colors especially 
popular. Sandal effects are in great 
demand, as is patent leather. 

It’s impossible to predict what the 
story will be six months from now. 
With additional thousands of war work- 
ers arriving in Washington weekly, 
there is no reason for business to drop 
sharply, but some merchants predict 
that the volume will at least level off 
once this splurge of overbuying comes 
to an end. It’s anybody’s guess, as 
nearly any Washington shoe man will 
admit. 

One thing that is not likely to drop 
is the business several Washington 
stores are doing thru post exchanges 
of the various army camps in the vicin- 
ity. Commission arrangements with 
these PX’s has meant considerable 
volume in men’s military style shoes. 
Add to this the fact that there are 
more births in Washington these days 
than ever before and that the bulk of 
the incoming workers are women and 
it becomes obvious that Washington is 
going to continue to sell shoes at a 
rate never approached before a year 
ago. 


Awarded First Government 
Shoe Contract 


NortH ADAMS, Mass.—The Gale 
Shoe Manufacturing Company of this 
city has been awarded a contract for 
10,000 pair of nurses’ white kid service 
shoes and 10,000 pair of black calf “off- 
duty” shoes, thus becoming officially 
identified with defense through its first 
government contract. However, officers 
of the concern believe that steps which 
already had been taken previous to the 
contract award, despite war conditions, 
would assure the plant of steady opera- 
tion. 


March 7, 1942 





Dates to Remember 


Monthly Shoe Buyers’ Day, Mich- 
igan Shoe Travelers Club, Hotel 
Statler, Detroit, Mich. March 9, 1942 


Official Opening of American 
Leathers for Fall, 1942, by Tan- 
ners’ Council of America, and 
N.S.R.A. Style Conference, Wal- 
dorf-Astoria Hotel, New York. 

March 23, 24, 1942 


Mid-Western Shoe Travelers’ Show, 
Cornhusker Hotel, Lincoln, Neb. 
March 24, 25, 26, 1942 


Monthly Shoe Buyers’ Days, Shoe 
Travelers Association of Chicago, 
Hotel Morrison, Chicago, Ill. 

March 30, 31, 1942 


NATIONAL FOOT HEALTH 
WEEK. April 20-25, 1942 


Introduction of Fall Footwear Fash- 
ions, St. Louis Shoe Manufac- 
turers Association, New York 
City May 4, 5, 6, 7, 1942 


Volume Shoe Manufactarers’ Fall 
Opening, Hotel New Yorker, New 
York. May 10, 11, 12, 13, 1942 


Central States Shoe Fair, Hotel 
Morrison, Chicago, Ill. 
May 17, 18, 19, 20, 1942 


Annual Convention New York Shoe 
Retailers Association, Hotel 
Statler, Buffalo, N. Y. 

June 14, 15, 16, 1942 


Golf Tournament Central Pennsyl- 
vania Shoe and Leather Associa- 
tion, Lancaster Country Club, 
Lancaster, Pa June 19, 1942 





The defense order represents only a 
minor part of local factories’ present 
productive capacity. However, the plant 
has been adapted to manufacture a de- 
fense type of woman’s shoe which it is 
believed will rapidly become indispensi- 
ble as the war goes on, so that for all 


practical purposes, the concern soon 
may be operating exclusively on a war- 
production basis. The new civilian shoe 
being manufactured already is finding 
eager acceptance under registered trade 
names. 


Parks Doubles Shoe 
Buying Duties 

BINGHAMTON, N. Y.—Kenneth Parks, 
who has been the basement shoe depart- 
ment buyer for Fowler, Dick & Walker, 
Inc., department store, is now buyer for 
both shoe departments of the store. 

Harold A. Read, formerly leased the 
main shoe department in this store, 
but has severed his connection there 
and now owns and operates the shoe 
departments in Sisson Brothers & Wel- 
den department store. 

Mr. Read, a director of the New 
York State Shoe Retailers Association, 
also operates shoe departments in lead- 
ing stores of Elmira, N. Y., and Water- 
town, N. Y., and in Germantown, York, 
Wilkes-Barre, Scranton, Lancaster and 
Reading, Penna. 


Delman Shows Spring 
Collection 


New YorkK—Newest sensation at Del- 
man’s recent press showing here was 
the “Youngsters” series, made on a 
new last in unlined calfskin with a 
down to earth heel. Soft, flexible and 
sturdy, yet light in weight, these shoes 
reflect the trend of the day for shoes 
for action in comfortable, youthful 
styles. 

The tailored group for the popular 
Spring suit was another feature of the 
showing. Sleek and sturdy in supple 
unlined calfskin, custom-polished in 
lustre lizards and baby alligator, these 
hand-sewn shoes are built for ease in 
extra active service. For after-five or 
furlough luncheon wear there are 
dressed-up draped kidskin sandals and 
fine suede sandals and pumps. 


37 





Women's Shoes 





QUALITY 
WOMEN'S SHOE JOBS 


FROM 
AMERICA’S FINEST FACTORIES 


BARIS SHOE CO., INC. 
79-81 Reade St., Naw York City 











Innersoles 


NEWFLEX 


Where quality A 
is not curtailed, 
You'll find US 
in the shoes retailed. 
EDGAR S. KIEFER TAN 


TANNERIES AT GRAND RAPIDS, MICHIGAN 
SALES: CHICAGO, 223 W. LAKE ST. * BOSTON, 42 UNCOUN ST. 


PIGSKIN 


INNERSOLES - COUNTERS WELTING 


oe ee ee ~~ 


Moccasins 





Men's, Boys’, Ladies" 


' 
IN STOCK 


Send for NEW 
Style 56146 Catalog 


THE ARNOFF SHOE COMPANY, INC. 
101 Duane Street New York, N. Y. 

















Store Enlarged 


BRIDGEPORT, CONN.—Extensive alter- 
ations are under way at the Douglas 
Shoe Store, here, managed by Harold 
Shuster. The store is being enlarged, 
giving more sales and stock room and 
also providing for longer display win- 
dows. Woodwork is being refinished in 
light oak and new furniture is being 
added. 


Named Manager 


Avucusta, Ga.—Grady Ammons has 
been named manager of Burny’s Shoe 
Store, here. He comes to Augusta from 
Winston-Salem, N. C., where he was 
also connected with Burny’s. 
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Obituaries 


Merton R. Alden 


Boston, Mass.—Merton R. Alden, 
for many years treasurer of the Joseph 
M. Herman Shoe Co., of Millis, Mass., 
died recently at his home, 51 Beacon 
Street, in the Hyde Park section of this 
city. Private funeral services were held 
at his late home. 

Mr. Alden was a member of the 
Masonic fraternity and of the Algon- 
quin Club of Boston. He was also a 
member and trustee of the First Baptist 
Church in Hyde Park. 

He is survived by his widow, Mrs. 
Marion E. Alden; two sons, Dutton R. 
Alden of Whitinsville, Mass., and Mer- 
ton S. Alden of the United States 
Army; a daughter, Betty W. Alden, at 
present a student at Mt. Holyoke Col- 
lege; a brother, Edward S. Alden, of 
Whitinsville; and a sister, Mrs. Chaun- 
cey W. Waldron of Newtonville, Mass. 


Leo H. Wilkerson 


St. Louis, Mo.—Leo H. Wilkerson, 
40, died Wednesday, February 18, of a 
heart attack in Sarasota, Florida, 
where he had been on vacation for sev- 
eral weeks. Funeral services were held 
in St. Louis. 

Mr. Wilkerson was secretary of the 
Wilkerson Shoe Company, operators of 
a chain of shoe stores and departments. 
He and his brother, John Wilkerson, 
organized the business some 10 years 
ago. Before that they were associated 
with the Wohl Shoe Company for about 
10 years. 

Mr. Wilkerson is survived by his 
widow, Mrs. Dorothy Doyle Wilkerson, 
and three daughters. 


Frank Giovanessi 


STOCKTON, CALIF.—F rank Giovanessi, 
66, for 33 years co-owner with Edward 
Peckler of the P & G Shoe Store, here, 
died recently at his home. 

For seven years Mr. Giovanessi and 
Mr. Peckler worked in the same shoe 
store before joining to open their own 
business in Stockton. 

Oddly enough, Mr. Giovanessi was 
born in an apartment over a shoe store, 
here. He was a member of the Forest- 
ers’ and Eagles’ lodges. 

Surviving him is his widow, Mrs. 
Florence Henderson Giovanessi, also a 
life-long Stockton resident. 


George M. King 


Boise, IpAHO—George M. King, presi- 
dent of the Arbuckle King & Co., Inc., 
passed away on February 25 at his 
home here. 

Arbuckle King & Co. operate stores 
in Salem, Eugene, Pendleton and 
Klamath Falls, Oregon, and also Whil- 
lock’s Shoe Store, in Boise. 

Mr. King, who made his home in this 


city, was well known throughout the 

trade. Traveling around the country, 

he attended many of the shoe shows. 
Funeral services were held in Boise. 


George W. Linder 


Cuicaco, Int. — George W. Linder, 
manager of the Sheridan Road branch 
of the Walk-Over stores, died recently 
after a brief illness. He had been in 
charge of the store sinc 1917. 





Chicago Travelers Favor 
Moving N.S.T.A. Headquarters 


CuicaGo, ILL.—The Shoe Travelers 
Association of Chicago at its Feb. 21 
meeting went on record as unanimously 
in favor of moving the headquarters of 
the National Shoe Travelers Associa- 
tion and the office of secretary-treasurer 
to a Mid-western location. 

In the course of the discussion, it 
was pointed out that moving of the 
office to a Mid-western city would help 
to revive interest in membership and 
that the largest and most active of the 
traveling organizations are located in 
this part of the country. Several speak- 
ers pointed to the fact that many firms, 
corporations and associations were find- 
ing it most practical to maintain their 
headquarters in the central part of the 
United States for the duration. 

At this meeting, which was well at- 
tended, interest was reaffirmed in the 
association activity in support of the 
sale and promotion of United States 
defense stamps and bonds. To date, the 
association has sold over $250,000 
worth of stamps and bonds to members, 
individuals and to shoe stores. The 
traveling men are continuing to pro- 
mote the sale of stamps in retail shoe 
stores. Through the efforts of the asso- 
ciation a number of shoe stores in the 
Chicago area are now selling defense 
stamps. 

It was also announced that member- . 
ship, which is in charge of Ralph 
Wolpe, is gaining constantly. 


“Pll Take Them,”’ Now 
Popular Phrase 


CuHicaGco, Itu.—Purchasers of shoes 
in the Chicago area are carrying their 
shoe boxes and shoe packages home and 
not having them “sent out” any longer. 
This is a result of a cooperative move 
on the part of some 200 large stores, 
all members of the Cook County Retail 
Council to curtail deliveries in a con- 
servation of rubber and other essen- 
tials. Customers have been asked to 
carry all small packages and shoes are 
one of the commodities affected. 

Deliveries of larger articles have al- 
ready been cut to thrice weekly for 
outlying communities and will soon be 
limited to that amount in the cities. 
Thus far it is estimated that travel by 
delivery trucks has been reduced by 
30 per cent. 
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matching price tickets. 


If you are not re- 
celving our sam- 


ple mailings, just 
write us. 
Size 
of Display Card 
8” x 14” 


1%" x 21/4" 
6 Doz—$1.25 
12 Doz—$2.25 


a 
150 Different 
Prices in Stock 
Any _ selection 
prices desired 
Check with Order 
Please; 
If C.0.D. Pre- 
ferred, Add 12c 
If Special Delivery, 
Add 15c¢ 


of 





For Yor EASTER TRIMS 


fetching green and blue colors in cards and 


DISPLAY CARDS: 60c Each; 3 for $1.50 
List of texts to select from will be sent on request 
Biank cards with design illustrated 50¢ each 


Detailed Information on ‘Monthly Service at Your Request 
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Write for 
Catalogue 





BLNAWLYYddd ADIAYAS SLINWHOUAW 


9 SOUTH STATE STREET 


CHICAGO, ILLINOIS 





Mantiad 


THESE WORLD FAMOUS 


ENGLISH 
RIDING 
BOOTS 


ARE MADE IN ENGLAND 
BY MASTER CRAFTSMEN ONLY 


IN STOCK 


ALL WIDTHS 


ALSO FIELD, AVIATOR & 
JODHPUR BOOTS 


MANFIELD & SONS 


325 ARCH STREET 
PHILADELPHIA, PA. 








Wilshire Boulevard 
And Broadway 


[CONTINUED FROM PAGE 28] 


Saks, Huggins, Bullock’s Wilshire, 
French Booterie, Delman’s are all feel- 
ing the lower heel influence, but none 
are doing anything in shoes for the so- 
ciety defense women—types which go 
well with uniforms and the like. How- 
ever, clog types are selling freely in 
d’Orsays and sandals at all shops. 
Street platforms, already strong, are 
gaining strength. Evening platforms 
are reported good. 

Plenty of pumps and sandals are 
shown everywhere. Some, like George 
Schwab, some a lessening of the V- 
pumps in favor of the regular throat. 
Clogs and rocker platforms sold out 
immediately at The May Co. and were 
resized. All stores, save those exclt- 
sively high style shops, are playing up 
certain shoes for women in uniform 
and the defense workers. 

At the May Co., service oxfords and 
tailored types constitute a well deserved 
part of the current gain in business. 
Even the complete stocks are being 
strengthened, because of the widespread 
interest in such types. 

At Gude’s the call for shoes for Red 
Cross and women’s auxiliary workers 
was anticipated, so black calf medium 
heeled welts, almost sport shoes, are 
getting a real play. 

Mandel’s reports a strong acceptance 





March 7, 1942 


of walled lasts and all walking shoes. 

A genuine surprise is the February 
selling of wheat linen. None of the 
stores have done any promotion on this; 
in fact they have not even shown any 
shoes, yet the consumers daily voiced 
a demand for this material, so out the 
linens have gone. 

William Gude’s remark of “Play 
shoes are selling like peanuts,” was 
typical of all stores. January sales 
topped the 1941 month of March rec- 
cords, with the main interest in high 
colors and the best grades. March is 
usually an excellent play shoe month, 
hence January sales in such volume, 
which are greatly stepped up in Febru- 
ary, presage a record-breaking spring 
for the casuals all over town. 


Leather Man Joins Navy 


Boston, Mass.—Paul Gonneville of 
the Colonial Tanning Company, popular 
buyer of supplies and inside salesman, 
left recently to join the Navy, and was 
given a send-off by his fellow-em- 
ployees, who presented him with an 
electric razor, while the company pre- 
sented him with a check. He has been 
with the company many years and will 
be missed by all his associates and 
friends here. 

This makes a total of approximately 
a dozen employees of the Colonial Tan- 
ning Company who are now serving in 
the armed forces of the nation. 


Opens Subsidiary Branch 


Los ANGELES, CALIF. — Vogue Shoe 
Co. announces the forming of a sub- 
sidiary company to be known as Holly- 
wood Skooter-ettes Co. This new con- 
cern will start immediately manufac- 
turing misses’ casual shoes in the 13 to 
3 run which will be exact duplicates of 
the Hollywood Skooters casuals now 
being made by the firm. This new plant 
will give the concern an opportunity of 
bringing out a “Mother and Daughter” 
featured line. 


What Will She Wear in the 
Easter Parade? 
[CONTINUED FROM PAGE 15] 


is expected to be exceptionally impor- 
tant in gloves, especially fine quality 
fabric gloves. Bags in navy, black, tan, 
some brown, red and green are all avail- 
able and should be bought with discre- 
tion by the woman who wants to be 


really smart. The old rule still holds 
true that two matching accessories in 
brilliant contrast to the basic costume 
color are enough. Three or more are 
only possible when the area of color is 
extremely small. 

P.S. Dark blouses with light neutral 
suits should be watched, too, as a good 
tie-up with dark shoes, navy and 
brown, especially. 





A 
Where 
To Buy 
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STEEL TOE 
SAFETY SHOES 
and 


POPULAR PRICED 
WORK SHOES 
Carried in Stock 
GOODWILL SHOE 
COMPANY 
Holliston. Massachusetts 
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Children's Shoes 
‘The C. A. Haines 
Shoes for Children 
IN s TOCK 


.00 te 
BCD, 8% - 
BCD. all colors 


SUPERIOR SHOE 
508 S. Pearte St. 








Bids Asked on 
Rubber Footwear 


Boston, MAss.—Informal bids cover- 
ing the manufacture of 72,977 pairs of 
knee-length rubber boots for the army 
were opened at the local Quartermas- 
ter Depot on February 19, it was an- 
nounced recently. One day later, bids 
were opened on 80,685 pairs of hip- 
length rubber boots; and on February 
21, bids were opened on 10,000 pairs of 
arctic-type overshoes for army nurses. 

Deliveries required on the knee- 
length boots are 50 per cent within 60 
days following receipt of the award. 
In the case of the hip-length boots, 25 
per cent of the quantity is to be de- 
livered within 30 days, another 25 per 
cent within the next 30 days, with final 
delivery within 90 days. Nurses’ over- 
shoes are to be delivered 50 per cent 
within 30 days, and the balance within 
60 days. 

In all three bid invitations it was 
pointed out that preference ratings 
available to successful bidders are in- 
tended to cover only the raw material 
necessary to make the merchandise; 
and that these preference ratings can- 
not be extended to machinery and 
equipment used in the process of manu- 
facture. 
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Modern Men’s Store on Michigan Avenue 


Simple and modern, in keeping with an exclusive men's store, is the new French, 
Shriner & Urner shop in Chicago. 


Cuicaco—Helping men build a shoe 
wardrobe also helps to build a modern 
men’s shoe store. An outstanding ex- 
ample is the new French, Shriner & 
Urner Shoe store at 108 S. Michigan 
Avenue, Chicago. 

Formerly located at 106 S. Michigan 
Avenue, the store this Fall moved next 
door to larger quarters and floor space 
three times the former size. It is now 
generally recognized as one of the most 
complete men’s shoe stores in the coun- 
try and also one of the best lighted. It 
is an example of the important. part 
store planning and designing play in 
merchandising shoes today. It was 
planned by F. O. Hale, general manager 
for French, Shriner & Urner stores and 
the Store Modernization Co., Chicago 
architects, to accommodate a specific 
and particular merchandising program. 
W. A. Tomes is store manager. 

The store is designed to serve both 
regular and repeat customers as well 
as an exceedingly large transient trade. 
The large transient trade is due to the 
fact that the store is located at a stra- 
tegic point on Michigan Avenue, a 
street along which practically every 
visitor to Chicago walks at one time or 
another. It is adjacent to several ex- 
clusive men’s furnishings and men’s 
clothing stores and carries shoes of 
corresponding values. The store fea- 
tures shoes for $9.85 and up, with the 
majority of the sales above that bracket. 

A clear view of the entire store is 
afforded from the street and the en- 
trance, showing the visible stock, the 
shoe shine stand, the specially built 
hosiery display cabinets and recessed 
display niches. The carpet follows the 
design now being used in all French, 
Shriner and Urner stores and the fur- 
niture, consisting of wooden chairs with 
leather upholstered backs, blends in 
with the informal yet dignified sur- 
roundings. 

Lighting is an outstanding feature, 


consisting of a combination of fluor- 
escent and regular mazda fixtures. 
The fluorescent lighting is furnished 
through central fixtures made up of 
three rows of tubes, the outer tubes fur- 
nishing clear light and the middle ones 
soft light. This makes it possible to 
regulate the degree of diffusion or 
brightness desired. The regular mazda 
lights are centered at intervals in spot 
fixtures. This same type of lighting is 
used in the windows, making it possible 
to regulate the degree of light on the 
merchandise in accordance with out- 
side lighting conditions. 

Hosiery and slippers are volume extra 
sales items. The latter are displayed in 
recessed niches in several important 
locations and also in a circular low 
counter at the front of the store. Hosiery 
is piled, by size, in built-in open cabinets 
with plastic bars, at intervals through- 
out the store. The entire stock of 
hosiery in each size is shown at once, 
thus making it possible for a customer 
to make his own selection from the 
cabinet containing his size. 

The rear portion of the new store is 
also the wholesale headquarters for 
French, Shriner & Urner for this dis- 
trict and has been made into an attrac- 
tive showroom. 


Chase Takes on New Territory 


RocHESTER, N. Y.—John H. Chase, 
who for more than a year has been 
selling infants’ and children’s shoes for 
George W. Chesbrough, of this city, in 
Ohio, Pennsylvania and West Virginia, 
has been assigned to cover its New 
York and New England territory, where 
it was represented by Robert E. Sizer, 
who is now in the United States Army. 

Mr. Chase was formerly in the shoe 
advertising business.and is well known 
to the shoe trade. 


Boot and Shoe Recorder 











MR. RETAILER: 


In an advertisement inserted by us 
in the January 7th, 1942, issue of the 
“Boot and Shoe Recorder Daily”, we 
caused to be reproduced a letter 
signed by the Chairman of the Motor 
Corps of the District of Columbia 
Chapter, American Red Cross, over 
which appeared the statement, “Offi- 
cially adopted as the shoe to be worn 
by the Red Cross Motor Corps”; and 
a statement appearing below the re- 
produced letter as follows: “Get your 
franchise for this officially adopted 
shoe to be worn by the American Red 
Cross Motor Corps. Here’s your op- 
portunity to work with the Red Cross 
Chapter in your city. Act now.” We 
are now advised that the letter was 
issued without authority and that no 
officer of the American Red Cross or 
of any of its Chapters has the author- 
ity to make a commitment adopting 


and endorsing officially any article of 
merchandise. We regret the use of the 
letter and withdraw the aforesaid sug- 
gestion to dealers, used in connection 


therewith. 


The attempted extension of the en- 
dorsement of our product contained 
in the District of Columbia Chapter 
letter to all other Red Cross Chapters 
throughout the United States was 
wholly without warrant on our part. 


We now state that we are not the 
manufacturer of any “official” shoe 
made for the use of members of the 
Red Cross, and herewith retract all 
statements to that effect contained in 
the advertisement, regretting the harm 
to the Red Cross Organization which 
our erroneous and unjustified adver- 
tisement has caused. 


THE IRVING DREW CORPORATION 
LANCASTER, OHIO 
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Keeping Shoe Shoppers 
on Home Grounds 


[CONTINUED FROM PAGE 29] 


He put a caseful of shoes in the back of the car. At 
the convent he fitted the daughter and two other nuns, 
and took special orders from two more. He had an 
interesting trip and the prospect of additional orders— 
and he didn’t even have to pay for the gasoline. 

He compensates for his small inventory by being 
unusually accommodating on individual as well as group 
orders. Last Spring he held a successful “Prevue Day,” 
announced in newspaper ads, window cards and special 
invitations to his mailing list. All his styles were lined 
up on a long table in the center of the store, and cus- 
tomers were told they could order any style, in any size 
and combination of colors, at no extra charge. In spite 
of bad weather he took orders for 54 pairs on this offer. 
Only three pairs were refused—one was too large, one 
too small, and the third a brown lighter than the sample. 
The size difficulties were rectified, which made his score 
53 acceptances out of a possible 54. 

He also averages eight to ten pairs a week of in- 
dividual orders. Instead of charging the customer 25 
cents or more for in-stock orders, he absorbs the extra 
cost himself. It’s worth it, he thinks, because of the 
absence of risk. 

All these special services make excellent word-ol- 
mouth advertising as pleased customers tell their neigh- 
bors, and they make good will. Many customers will 
wait a week or more on an order, instead of going to 
another store where they could get what they want im- 
mediately. Many will cheerfully take a second choice 
when necessary. They’ve developed the habit of shop- 
ping at his store, and they like the way Mr. Newell sells 
an accurate, accommodating fitting service—rather than 
just a pair of shoes. 

“Careful, accurate fitting is one field where the small 
store can compete on equal terms with the large store, 
or even surpass it,” he says. “So we are painstaking in 
fitting, and prompt to make adjustments if anything 
goes wrong. 

“Most women .who enjoy making shopping expedi- 
tions to nearby cities, would prefer to get their shoes at 
home, if they could be satisfied there. Why? Because 
buying shoes is a very different matter from buying a 
dress or a hat. When a woman first tries on a dress, 
she can be pretty sure whether or not it fits her. Shoes 
are different. No matter how carefully they’re fitted, 
the customer can’t be sure they’re exactly right until 
she’s walked in them awhile. Rubbing may develop, or 
little spots of pressure. It’s a nuisance if she must wait 
to have this corrected, until she goes again to a city 
25 miles or more away. 

“Greater convenience for the public—that is one 
place we have the edge on out-of-town stores. And you 
can be sure we emphasize it.” 





lassified and Want Ads 





SIDE LINE SALESMAN 


POSITION WANTED 


WANTED TO PURCHASE 





IDE LINE SALESMEN, with established 

following preferred, for complete nationally 
advertised line Athletic Footwear, Riding Boots, 
Baseball Shoes, Golf Shoes, Military Boots and 
Shoes, « Moécasins, and many other items fea- 
tured in 42 page catalog. Straight commission 
to start. Address $447, care Boot 
Recorder, 100 East 42nd Street, New York, 
N. Y: 





S§ IDE LINE SALESMEN to sell a line of 
Women’s and Children’s Sport and Play 
Shoes; Pennsylvania, Ohio, Connecticut, Mich- 
igan, West Virginia, North and South Carolina 
and New Jersey. Address $446, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 





HELP WANTED 


FITTING ROOM FOREMAN for Juvenile 

Factory making 3,000 pairs daily high grade 
Goodyear Welt and Cement Shoes; good steady 
position for the right men. State experience, 
references and salary expected. J. EDWARDS 
& COMPANY, 314 N. 12th STREET, PHILA- 
DELPHIA. PA. 








STOCKROOM MANAGER: Experienced in 

wholesale or Chain Store Warehouse Dis- 
tribution; Good salary. Permanent position for 
capable man. State age and draft status in 
replying. Hofheimer’s, 325 Granby Street, Nor- 
folk, Virginia, 





S HOE SALESMAN for Women’s Specialty 

Shop in Hartford, Conn. Salary and com- 
mission, with a guarantee of $40.00 a week. 
Reply by mail to Mr. Leon, c/o Worth, Hart- 
ford, Conn. 


FOREMAN for SLIPPER AND SANDAL 

FACTORY manufacturing men’s and wo- 
men’s footwear, cement process and McKay 
stitch, Must operate all machines, know how 
to instruct new help and organize the shop. 
Only men with Proven experience will be con- 
sidered. State experience, salary and references 
in first letter. Address $457, care Boot & Shoe 
aa pea 100 East 42nd Street, New York, 








LINE WANTED 


ENERGETIC, AMBITIOUS YOUNG MAN; 

Age forty; travel Illinois and Wisconsin; 
Men’s or Women’s preferred. With last house 
twenty-three years. Factory now in retail busi- 
ness only. Address Box 452, Boot & Shoc 
Recorder, 209 South State Street, Chicago, Ill. 


E.XPERIENCED SALESMAN wants Men's 
or Women’s line— Men's preferred — for 
New England territory. Western line prefer- 
red. Address Box B-449, Boot & Shoe Re- 
corder, 140 Federal Street, Boston, Mass. 











ANAGER, 33, married; connected with 

large New York Chain, Family Shoes; 
would like to make change; willing to go out 
of town. Knowledge of buying. References. 
Address $456, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 


SHOE BUYER AND MERCHANDISER, 

now employed, desires connection with De- 
partment Store, Chain, or Mail Order Concern. 
Twenty years’ experience with large retail and 
Mail Order Companies. Familiar with Unit 
Control. In deferred class. Address $454, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York, N. Y. 


HOE MAN thoroughly experienced in sales, 

buying and merchandising, outstanding suc- 
cess in Management of stores and departments, 
wishes to make change. Address $450 care, 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York, N. Y. 


FOR SALE 


RETAIL SHOE STORE, Western Pennsy!- 
vania; Women'’s—Children’s Shoes, ranging 

$3 to $5. $50,000 volume; average stock 
$9,000. Favorable lease. Present owner going 
in Service April Ist. Address $448, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 














BUS ¢ OF UPPER LEATHER, Remnants. 
White —_, Patent <p Suede; Calf; 
Alligator, Medium and any quan- 
tity; DAVID MATTEZEWITZ. ers Frankfort 
Street. New York. 





SHOE STORES WANTED 
FOR_CASH 
Men’s, women’s, children’s shoes _aatins 


i Reade St., New York 
wudiedl references on request 








CASH 


For Entire Stocks or Surplus Merchan- 
dise. This is a good time to dispose of 
them. We can use any quantity and 
pay the highest prices. 

CAMITTA SHOE COMPANY 


120 N. Fourth St., Philadelphia, Pa. 
Phone Lombard 2062 











OR SALE—by Owner—Family Shoe Store 

with short line of Men’s Furnishings; only 
Shoe Store in College Town of over 3,000 in fine 
farming section of Middle Western State. Two 
large local industries with weekly payroll; 100% 
location; modern fixtures; air conditioned; rea- 
sonable rent; lease has three years to run. Vol- 
ume $13,000 with net profit over $2,900; in- 
creasing steadily over past four years’ opera- 
tion. Will sell at invoice price, plus reasonable 
price for fixtures. Unusually clean stock of 
nationally advertised brands. Around $6,000 
to handle. Other interests reason for selling. 
Address $455, care Boot & Shee Recorder, 100 
East 42nd Street, New York, N. Y. 





HOE STORE, located in North Carolina in- 

dustrial town; good volume established; near 
Army Camo; small capital required. Address 
$451, care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 


WANTED TO PURCHASE 








MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 
We buy for cash surplus or complete shoe stocks 
Branded or unbranded. Generous prices. 
Write, wire or phone. 
BARSH & CEASAR 
19 N. Fourth St. Philadel 
Phone Market 1 


hia, Pa. 








WE BUY 
ius Wholesale and Retail 
randed Shoes such «as 


Enna-Jettick, Vital- 
Quality, Bos- 
Ete. 


imyin se BUBIN 


S98 Reade st. a Che reh 
Phone Barclay 7-7887. New York City 














SHOE RETAILER 


Will Pay More Cash to Retail Shoe 
Stores for your surplus stock of 
BETTER Grade Women’s Shoes, or 
will buy as an entirety. What have 
you? BANK REFERENCE ON RE- 
QUEST. 

Address 453, core BOOT & SHOE os 

100 East 42nd Street, New York, N. 











SELL YOUR SURPLUS STOCKS 
to 


KIRSCH-BLACHER CO., 
established 1915 
We buy surplus or complete stocks of shoes 
from retailers, jobbers and manufacturers. 
Visit our new warehouses 
108-110 Duane Street, New York 
Phone: WOrth 2-5377 and 5378 and 5379 

















CLASSIFIED ADVERTISING RATES 
The rate for "Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- 
ments. Minimum charge, 75 cents. For all other classified advertisements the rate is 7 cents 
charge, $1.25. When a box number is desired twelve words should be added for the address. In all other cases 
each word of the address should be counted. 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
&& Advertisements for this page must be in our New York Office on Friday of the week preceding publication 


per word. Minimum 
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HOTELS 








HOTEL ATLANTIC 


A convenient downtown hotel with 
reasonable rates from $2.25 up. 
CLARK NEAR JACKSON 
CHICAGO 

















Tanners to Hold Spring 
Meeting in New York 


New York—The Tanners’ Council of 
America has announced that its Spring 
Meeting will be held at the Waldorf- 
Astoria on May 7 and 8. The meeting 
had originally been scheduled for White 
Sulphur Springs in late May, but the 
Board of Directors of the Council be- 
lieved that because of war conditions 
it would be better to hold the meeting 
in a metropolitan city. 


Entertainment for Boston 
Boot and Shoe Club 


Boston, Mass.—The 306th dinner- 
meeting of the Boston Boot and Shoe 
Club, to be held in the Copley Plaza 
Hotel, here, on the evening of March 
18, will be featured by an unusual pro- 
gram including Virginia Drew, hand- 
writing analyst; Angus Ross, hr morist; 
and Rideout, a magician. The program, 
arranged by Francis C. Donovan, club 
president, and his fellow officers, will 
follow a roast duck dinner to be served 
at 6:30 p.m. Maxwell Field, club sec- 
retary, announces that any member of 
the New England industry who would 
like to attend this meeting will be wel- 
come. Requests for a guest ticket— 
price $3.00—should be addressed to him 
at the club offices, 210 Lincoln Street, 
this city. 


Leo Bach Named 
Shoe Manager 


JANESVILLE, Wis.—Leo Bach has re- 
cently been made manager of the shoe 
department of Bostwick’s Department 
Store. He was previously in the shoe 
department of Ackerman’s Department 
Store in Elgin, Tl. The shoe depart- 
ments in both stores are owned by How- 
ard C. Ashley, who tock over the Bost- 
wick department last May. 


G. E. Kuhn Resigns 
From Triangle Shoe Co. 


ALLENTOWN, Pa.—George E. Kuhn, 
manager of the Allentown unit of the 
Triangle Shoe Company, family chain, 
resigned his position on February 28. 

Mr. Kuhn was formerly in the exec- 
utive offices of the Miles Shoe Company, 
in advertising and display capacities. 
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It is a high-grade course, on an im- 
portant subject, the knowledge of 
which will make you a more effective 
business person. 

It teaches how to write: it teaches 

: it teaches merchandis- 
ing: it develops clear thinking on busi- 
ness subjects. It is an advanced course 
for mature people. 


Write today for the free booklet 
. . « it is interesting, inspiring and well 
worth reading. 


VINCENT EDWARDS 
ADVERTISING COURSE 
342 Madison Avenue New York City 














New Store Specializes 
In Comfort Shoes 


Detroit, MicH.—A new shoe store, 
opened here several months ago by 
Bernard Lachs, has proved a marked 
success in the field of specialized com- 
fort shoes for women. 

The store, Bernard’s Shoe Shop, is 
on Grand River Avenue, just off the 
city’s major shopping thoroughfare, 
Washington Boulevard, and in an ex- 
cellent traffic position for specialty 
trade and for office women. It is natu- 
rally among this latter group that a 
large portion of the store’s trade has 
been built. 

The store is actually about 10 ft. 
wide by 25 ft. deep. Door is on the 
side of a vestibule, of the “bandbox 
type,” and there is a window about 7 
ft. wide, used for display of shoes 
stocked. 

Walls are finished in a light stippled 
tan shade, with furnishings to match. 
Seven chairs for customers are pro- 
vided, in a row against the wall oppo- 
site the door. These have tan leather 
upholstery and natural walnut-type 
finish woodwork. 

Two tables are used, one spaced be- 
tween the first and second chairs for 
fitting devices, and surmounted by a 
table lamp, and the other, along the 
wall near the door, used for display 
of polishes on the lower shelf, and with 
a single pair of shoes displayed with 
concentrated emphasis upon the top. 

Back of the store is occupied by 
racks, with about three hundred pairs 
visible. This apparent miniature open 
stock is in keeping with the bandbox 
idea, but an archway on the same wall 





MERCHANTS' NEEDS 





MAKE MORE SALES 


with the original 
SHOE DOCTOR SHRINKERS 


FOOT COMFORT easily 
provided for hard-to-fit or 
abnormal feet. Our Shoe 
Doctor Shrinkere wnen used 
with our specially pre 
pared fluids, give the 
proper fit to shoes which 
fit lerge around the top, 
slip at the heel; or gap at 
the sides. Any fullness or 
wrinkles in leather or fab- 
ric are easily shrunk witb- 
out harm. 


$47.50 


Special combination offer $25.00 (fluids in- 
cluded in above prices). 


Send your order or write for detail information 


E. C. SMELTZER CO. 


121 EB. Gist Street, Indianapolis, ind. 








as the door, at the rear, leads into a 
stockroom containing nearly as much 
space as the entire store itself. Fast 
selling items are kept in the open dis- 
play stocks, with others in reserve. 
This arrangement is, of course, dic- 
tated by the special layout of this small 
store, inasmuch as the stockroom space 
could ‘not suitably be combined with 
the salesroom space because of its an- 
gle. 

Policy is to stock nothing but com- 
fort shoes for women—a field special- 
ized in by few other stores in the Motor 
City, but becoming of increasing im- 
portance, with the increased walking 
and demands upon the feet of the aver- 
age woman under wartime conditions. 
Price range is $7.95 to $11. Some or- 
thopedic shoes are stocked, and the 
Foot Friend is a typical standard 
brand here. No novelty shoes are car- 
ried. Sizes are stocked in the popular 
sizes in the comfort shoes. 


Department to Become 


Separate Shop 


Fatt River, Mass.—The Treadeasy 
Shoe Department, for a number of 
years located on the second floor of 
McWhirr’s, has moved to a temporary 
location in the Granite Building, where 
it will henceforth be a separate shop 
known as the Treadeasy Shoe Shop. 

Frank J. Peltier, manager of the 
business at McWhirr’s, is manager of 
the new store. Mr. Peltier is starting a 
series of spot radio announcements 
over the local broadcasting station. The 
store will be moved to a permanent 
location when quarters can be found. 
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Nunn-Bush 
SHOE DEALERS 


Referring to the recent 
booklet by the NUNN- 
BUSH SHOE COMPANY 
of "HOW TO FORM 
AND PREPARE SHOES 
FOR DISPLAY"... 


we have the following 
necessities to aid you 
in preparing your 


WINDOW SHOES: 


KIWI STAIN Shoe Polish (factory 
size), Dark Tan, Light Tan, Ma- 
hogany, Oxblood, Black, Tan, 
Transparent (neutral) 

“COULTER” Wall Shoe Shine 
Rack 

Shine Cloths (imported and do- 
mestic) 

Shoe Brushes (bristle and wool) 

SILK Shoe Laces 

DISPLAY Shoe TREES 


Cat i. AD 


c~) ~~) 
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MADE IN ENGLAND 


KIWI Stain Shoe Polish is in a 
class all by itself. 


It is true a package can be du- 
plicated but they cannot dupli- 
cate the ingredients. Imitations 
are the sincerest form of flattery. 


The leading QUALITY SHOE 
MANUFACTURERS (who now 
consider this quality stain shoe 
polish as standard equipment in 
their finishing rooms) do not 
hesitate to recommend KIWI 
SHOE POLISH for the after 
care of shoes by the ultimate 
consumer of their shoes. 


LYONS & COMPANY 
122 DUANE STREET 
NEW YORK CrTy 


Shoe Store Supplies and 
Specialties since 1900 











A Buying Guide 


TO ADVERTISERS IN THIS ISSUE 


ARNOFF SHOE CO., INC., New York City 

BARIS SHOE COMPANY, New York City 

BARSH & CEASAR, Philadelphia, Pa. 

CAMITTA SHOE COMPANY, Philadelphia, Pa. 

CONNEL, J. M., SHOE CO., Braintree, Mass. 

DREW, IRVING, CORPORATION, Lancaster, Ohio 
EDWARDS, VINCENT, ADVERTISING COURSE, New York City 
ENDICOTT-JOHNSON CORP., Endicott, N. Y. 
GERBERICH-PAYNE SHOE CO., Mt. Joy, Pa. 

GOODWILL SHOE CO., Holliston, Mass. 

GUTH, EDWIN F., CO., THE, St. Louis, Mo. 

HEALTH SPOT SHOE SHOPS, INC., Danville, ill. 

HOTEL ATLANTIC, Chicago, Ill. 

KIEFER, EDGAR S., TANNING CO., Grand Rapids, Mich. 
KIRSCH-BLACHER CO., INC., New York City 

KISTLER LEATHER CO., Boston, Mass. 

LITHOX, THE, CORP., Wapakoneta, O. 

LYONS & COMPANY, New York City 

MANFIELD & SONS, Philadelphia, Pa. 

ROBERTS-HART, INC., Keene, N. H.. 

RUBIN, IRVIN, New York City 

SMELTZER, E. C., CO., Indianapolis, Ind. 

SPAULDING FIBRE CO., No. Rochester, N. H. 

SUPERIOR SHOE CO., Chicago, Ill. .. 

TANNERS COUNCIL OF AMERICA, New York City 

UNITED LAST COMPANY, Boston, Mass. 

UNITED SHOE MACHINERY CORP., Boston, Mass. .8, 31, 3rd Cover 
VULCAN CORPORATION, Portsmouth, O. ....Front Cover 


Boot and Shoe Recorder 





Shay 





What better expression of 
Matched Pairs than shoes identical 
in toe structure — worn by identi- 
cal twins? 


CELASTIC Box Toes fortify chil- 
dren’s shoes, make them ready for 
the tumble and stumble of play 
time by fusing lining, box toe and 
doubler into a single structural 
unit. 


This durable CELASTIC unit has 
the ability to reproduce the design 
of the last, accurately and smoothly 
—to maintain toe shape through- 
out the life of the shoe and to 
insure wrinkle free and sag proof 
toe linings. Young America’s foot- 
wear, when fashioned with 
CELASTIC, has the comfort quali- 
ties that are kind to growing feet 
— sought after by wise, considerate 
parents. 


TRADE MARK 


THE QUALITY 
BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





Salute to the Boy Scout 


ft 
N these hours of emergency, America ca 
well be proud of Scouting, her |,570,962 
Scouts, and her constantly growing number) 
of troops and cub packs. 


Every day, too, more Scouts are realizing 
that to be officially dressed, they must 
wear Official Boy Scout Shoes. That's whe 
Gerberich dealers are finding this accep 
tance for Gerberich Official Boy Scou 
Shoes is making it America's outstanding 
boys’ shoe promotion. 


As interest in National Defense increases itt 
stimulation of the scouting effort, Ger- 
berich's Official Boy Scout Shoes become ai 
most important and profitable part of ye 
boy's shoe business. Investigate this attrac- 
tive proposition today. 


Scout Style No. 922 


Official Boy Scout Brown Elk Moccasin Type 
Oxford, ‘Lined, Rawcord Soles, Rubber Heels, 
Maso Last. Widths A, B, C, D and E. 


Carried in Big Boys’ sizes, 6!/> to II. 











